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Planning a booklet, brochure, catalog, or any other 
printed medium which cover stock will dress up and 
protect? Mead Papers are your answer. Among them 
you'll find precisely the cover you want, whether it be 
coated, uncoated, or decorative. There are DILCOL 


TRANSLUCENT and PRINTFLEX ENAMEL COVER in whitc, 


THE MEAD CORPORATION “Paper Makers to America’ 


Sales Offices: The Mead Sales Co., 118 W. First St., Dayton 2- New York+Chicago- Boston+ Philadelphia+ Atlanta 


for example, and the well-known Potomac Cover in 
a new bright white, a natural white, a jet black and 
eleven colors; in antique and three other finishes. 
Your printer or lithographer—and, behind him, 
America’s leading paper merchants—knows that Mead 
Papers mean business. Evidence is yours for the asking. 


MEAD 
Papers) 


This advertisement, in full color in Time and Business Week, helps you. 








Seeporter o 


DIRECT MAIL 


a 
® ADVERTISING 


Address all mail to 
Editorial and Business Offices 
224 Seventh St., Garden City, N. Y. 
Phone GArden City 7-1837 
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The Reporter of Direct Mail Advertising is 
published monthly by Henry Hoke, publisher, 
at Garden City, New York. Subscription price 
is $6.00 a year. Re-entered as second class 
matter at Post Office eat Garden City, New York, 
under the act of March 3, 1897. Copyright 1953, 
by Henry Hoke 
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Short Notes 


Salute To “Four Generations of 
Direct Mail la 
Reported by Henry Hoke 


Battle In Washington 


A DIRECT MAIL CLINIC FOR 

INDUSTRIAL ADVERTISERS: 
Arthur Tofte speaking 
Ike Bloom speaking 
Robert Myers speaking . 
Al Evans speaking 


Coordinated Approach To Copy 
by Bernard L. Mazel 


How To Get The Right Start 
In Direct Advertising 
by Harrie A. Bell 


How Are Your Translations? 
Dr. Edward Pousland 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


The Reporter is independently owned and sp 
erated. But in addition to thousands of regular 
subscribers, all Members of the Direct Mai! 
Advertising Association receive The Reporter 
as part of the Association service. A portion 
of their annual dues pays for the subscription. 
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SMOOTH 
SAILING 
AHEAD 


With the use of Cupples 
;Personalized envelopes. 


Get your mailings off to a 
good start! Dress up your 
envelopes — pull additional 


returns. 


Color and design can ad do 
make sales. You use them on 
your inserts—why not your 
envelopes too? Our Art Department 
will welcome the opportunity to 
design a Personalized envelope for you. 


WASHINGTON 


se upples 


envelope co., ine. 


360 Furman Street +» Brooklyn 1, New York 


PHILADELPHIA 





Yinenitee 


dats. Cusine Ot 
NEKOOSA 
BOND 


America’s leading printers 
and lithographers will 
tell you that Nekoosa 
Bond takes a perfect 


impression on their 


presses—just as it makes 


a perfect impression on 
your customers. Specify 
Nekoosa Bond—in clean, 
bright white and eleven 
attractive colors—for 
your letterheads, 
envelopes and most 
other business forms. 
Nekoosa-Edwards Paper Co. 


Port Edwards, Wisconsin 





... it pays to plan 
with your printer 




















We welcome your direct mai! ideas and news items for this department. Send al! material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 














[] PROFESSIONAL DIRECT MAIL 
PRODUCERS in the U. S. and Canada 
will receive a copy of Mail Advertising 
Service Assn.’s Equipment Reference Di- 
rectory... off the press and distributed 
next month. Produced under sponsor- 
ship of M.A.S.A. official publication 
The Post, the directory offers a com- 
plete guide to equipment machinery, sup- 
plies and processes in the mailing service 
industry. Standard-size folders, inserts and 
samples supplied by manufacturers are 
classified under eight different sections. 
Last year’s directory (distributed only 
to M.A.S.A. members) was so successful 
that it'll become an annual... with 
blanket distribution to all professional 
direct mail producers. 
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} A SMALL, BUT UNUSUAL H. M. 
is the one published by Jack A. Frost 
(lighting installations), 234 Piquett Ave., 
Detroit 2, Mich... titled Sidelights by 
Jack Frost. It's a folder-type format 
(8%” x 4%”) with smaller size pages 
inside. Latest issue had friendly, personal 
letter from Jack and complete story on 
how his company handled the lighting 
installation of Ford Motor Company's 
50th Anniversary Rotunda at Dearborn, 
Mich. Explained how a radioactive wand 
threw the switch that turned on the 
floodlights. ‘Interesting reading. 
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ANOTHER “SIDELIGHTS” is the 
new quarterly bulletin Sidelights To 
Skills which will be published by The 
Printing Industry of America, Inc. for 
its Master Printers Section. Included in 
the bulletin will be articles helping to 
improve operations of P.I.A. company 
employees who hold the Certificate of 
Craftsmanship. Items in the first issue 
were short... with plenty of suggestions 
and ideas. 
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PHOTO-ADVERTISING, published 
by Fairchild Camera & Instrument Corp., 
Robbins Lane, Syosset, N. Y. tells how 
the Painesville (Ohio) Telegraph sold 
3,566 inches of advertising entirely by 
mail for a special school dedication edi- 
tion. The school story was told with 
pictures... both editorial and advertis- 


ing based on “idea” photos of school 
under construction, students and teach- 
ers, tradesmen, workers, and local mer- 
chants. The Telegraph took pictures, 
made layouts and sent them to prospec- 
tive advertisers. Seventy-five out-of-town 
companies that supply school equipment 
were also mailed photo layouts. Thirty- 
seven of the layouts were sold for the 
special edition — better than a 50% 
return. Using Fairchild’s Scan-A-Graver, 
plastic plate maker, production on the 
photo-ads was completed in six weeks. 
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O THERE’S AN INTERESTING 
STORY on page 28 of the June 13, 1953, 
issue of The Saturday Evening Post. 
Worth getting and reading. Roger Eddy, 
of Newington, Connecticut, tells how he 
and his wife actually stumbled onto bird 
calling on a trip to Italy. Brought back 
some samples of mechanical bird calls. 
Started manufacturing in his home. Ped- 
dled them personally for a while, then 
got publicity and the mail orders flooded 
the house. A thriving little mail order 
business... with a purely accidental pro- 
duct. That's why, when people write to 
us asking for information on how or 
where to find a good mail order item, 
we always reply that nf, one can find it 
for th¢m. Anyone who discovers a good 
mail order item keeps it for himself. Most 
of the mail order successes in the country 
have been purely accidental. 
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(1) BOOKBINDERS SEA FOOD 
HOUSE, 215 South 15th Street, Phila- 
delphia, Pa., seems to be getting good 
results from their use of newspaper clip- 
pings. The Philadelphia restaurant is 
noted for using news clips about local 
people in their direct mail promotions. 
The newest piece is a folded card... 
with Bookbinders’ trade mark “Reddy 
The Lobster” holding a newspaper on 
the frontpiece. Hand-lettered name of 
the news-worthy recipient appears on the 
paper. Poetic copy offers congratulatory 
greeting from everyone at Bookbinders. 
Inside, message from proprietors Sam 
and Dick Bookbinder reads: “We'll 
‘steak’ our last lobster that our food is 
just as wonderfully good as the good 
news we just read about you. Come in 
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The inside story of 


the list business +12 


... and how to get inside a list 


/ 

Every once in a while an advertiser seems sur- 

~ prised when we point out that a mailing list 
is an advertising MEDIUM. 


Magazines, newspapers, radio, TV — each of these is 
a medium, of course. It puts you in touch with large 


numbers of people. 


A good mailing list does this, and more. For one thing, 
it is even more accurate than other media. When you 
use a good list you know exactly how many people you 
are reaching. And you also know something about the 
kind of people they are. 


Up to now, however, there has been no established and 
accepted set of standards by which both the list owner 
and the list user could measure with sufficient ‘*oo « 
accuracy the tastes, the buying habits, the re- 
ceptiveness to mail selling of the people who 

make up a list. 


We believe the time has now come to try and establish 
such standards. We are launching a new 
| al method of list measurement which we be- 
lieve will be highly valuable to every company 
who rents its names and every advertiser who uses them. 


As this page goes to press, Names Unlimited / 
is inaugurating its LIST AUDITING DE- 


PARTMENT. 


What will this new department ac- 
complish? 


How will an Audited List be better 
than other lists? 


Why will it be to the list owner's 
benefit to offer Audited names? 


And what new advantages will an 
Audited List offer those who 
use it? 


Direct mail and mail order people know that progres- 
sive list brokers usually employ some kind of question- 
naire to compile facts about the lists they handle. But 
we believe this process should be carried further. 


OUR 25th YEAR 


We won't be satisfied with the answers to only a few 
questions. For example, a basic step in our Auditing 
will be to go in person right into the offices and shops 
of the people who have names for rent; check the meth- 
ods they use for keeping their names accurate 
and up-to-date; work with them to get every 
possible fact about the individuals behind those 
names . facts more revealing, more useful than we 
brokers have ever been able to obtain up to now. 


A number of list owners in several parts of the country 
have already told us they are not only willing but eager 
to have this more intensive method of analysis applied 
to their lists. They realized that a Names Unlimited 

Audit will help them to make more money from 
$ $ their names — because with more complete in- 

formation available, more list users will be able 
to see the opportunities for their own propositions in 
those names. 


For the mailer, this service will bring a new degree of 
protection. He can make his first tests with confidence. 
Before he invests in large mailings, he will be able to 
get Audited names for his all-out campaigns. 


It is not our plan to get the facts about a list and then 
label it “Audited” once and for all. As our clients plan 
their campaigns, we will make test recommendations 
with the understanding that on national programs an 
Audit will be available before the full-scale effort gets 
under way. A Names Unlimited Audit will be current, 


alive, accurate. 


Naturally, this is going to cost money. Whose money? 
The list owner's? The list user’s? No. There will be no 
additional charge, no increased rate per thousand names. 
We are certain this new Auditing service will increase our 
own volume of business too . . . more than enough to 


pay out. 


For 25 years it has been our experience that every time 
we find a new way to make ourselves more helpful to 
list owners and list users, the growth of our busin 
keeps pace with the growth of theirs. If you 

have names that could bring you extra in- * 

come . .. or if you need lists that consistently 

prove they produce business . . . it could be profitable to 
you to write to us now. Or ask your secretary to get 
MUrray Hill 6-2454. 


Wu Maen Kart 


President 


NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 


Charter Member National Council of Mailing List Brokers 


IN THE LIST FIELD 





THESE FIRMS USE THE 
Scriptomatic SYSTEM 
FASTER, MORE FLEXIBLE 
ADDRESSING AT LOWER COST 


A—OFFICIAL U. S. NAVY PHOTOGRAPH 

8 —GRIT PUBLISHING CO 

C —PARENTS’ MAGAZINE 

0 —STATE FINANCE COMPANY 

— —WALTER FIELD COMPANY—MAIL ORDER 

F —THE HOOPER-HOLMES BUREAU, INC. — 
COMMERCIAL REPORTING 

The above users employ a coral of twenty- 

one machines. Scriptomatic System eliminates 

stencil maintenance and storage Your 

regular records or punch card system serves 

double duty as masters... Addressing at 

speeds up to 6000 per hour with flexibility 

of mechanical sorting. Wire, write or phone 


SCRIPTOMATIC, INC. 
316 North 1 Ith Street, Philadelphia 7, Pa. 
Tel. : WAinut 2-4213 
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soon and taste for yourself.” The ac- 
tual news item it attached to the back 
side of the card. Piece was designed 
and produced by Maurice H. Orodenker 
Agency, 2132 Land Title Building, Phil- 
adelphia . who report that many re- 
cipients of the news clipping idea have 
gone to Bookbinders to express personal 
thanks and an equal number of letters 
of thanks have been received. 
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} AN UNREADABLE CIRCULAR 
printed on rubber is the latest stunt mail- 
ing by the Wolverine Tube Division of 
Calumet & Hecla, Inc., 1826 Guardian 
Bldg., Detroit 26, Mich. The reading 
matter is printed from hand-drawn, close- 
together lettering. When you stretch the 
strip of rubber between your fingers, the 
letters stretch out and become readable. 
Seems to be an adaptation of that trick 
calling card of Leslie Guest, president 
of the Society of American Magicians. 
The thin, hand drawn letters can only 
be read when held at a certain angle 


before the eyes. 
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[) “WHY CUSTOMERS QUIT and 
How To Bring Them Back” is an ex- 
cellent article on use of credit letters 

. in April issue of The Credit World, 
official publication of the National Re- 
tail Credit Association, 275 Jackson Ave- 
nue, St. Louis 5, Missouri. By-lined by 
our friend Gordon Morrison, Letter Ser- 
vice, 805 Jackson Street, Amarillo, Tex- 
as. Gordon points out that the average 
retailer loses regular customers at the 
rate of 15% a year... and that good 
inactive account letters can narrow the 
percentage. Part of every store's adver- 
tising budget should be allocated to di- 
rect mail inactive account letters. Stray 
customers can be brought back with an 
efficient inactive account letter campaign. 

_— 
eee 


[) THREE FREE DIVIDENDS are of- 
fered by RCS Offset Printers, 123 
North Wacker Drive, Chicago 6, II- 
linois. Each is a time-saving and cost 
cutting printing and production book- 
let . . . containing ideas and trade 
tricks on production. First is “Black 
and White Idea Kit,” a sampler of low- 
cost planograph printing. Has dozens 
of live samples for your own adaption. 
“How To Prepare Your Copy for Black 
and White Offset” is the second book- 
let . . . packed with short cuts on off- 
set copy preparation. Also offered is a 
manual of “Photostats.” Tells how 
photostats can be used to best advan 
tage for advertising and printing pro- 
duction. RCS Offset Printers is a di- 
vision of Rapid Copy Service. They've 


put their 25-year experience into pre- 
paration of these three free booklets. 
Write to them and ask for all three. 
You'll find a lot of ideas. 
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AND SIX TYPING DIVIDENDS 
are explained in a 16 page booklet of- 
fered by Remington Rand Inc. Design- 
ed for top management . . . it shows 
how typing costs can be reduced by 
establishing a profitable electric type- 
writer policy. Many case histories are 
included illustrating production 
increases of 20 to 50 per cent. You 
can get a copy by writing to Remington 
Rand at 315 4th Avenue, New York 10, 
N.Y. Ask for booklet No. 8612. 


() A FINE PORTFOLIO issued by How- 
ard Smith Paper Mills Limited, 407 
McGill Street, Montreal 1, Canada is 
titled “Current Canadian Letterheads . . . 
and the important elements in their pro- 
duction.” Eight pages of advice on how 
to plan a good letterhead, and then a 
pocket containing 26 samples of attractive 
letterheads being used in Canada. Gor- 
don Lambert, assistant to the sales pro- 
motion manager, tells us that he mailed 
10,000 folders announcing the availabil- 
ity of this new portfolio. He received 
5,300 requests. That is 53°%. Who says 
direct mail isn’t read? 
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[) J. J. HERMAN (lettering and de- 
sign), 40 West 40th Street, New York 
18, N.Y. used an effective broadside to 
illustrate that his hand lettering still has 
the same quality it did 27 years ago. 
Words “quality . . . style . . . character” 
are presented in twenty different designs 
with a checkerboard layout (positive al- 
ternating with negative). Small hand 
lettered copy at bottom reads: “With the 
passage of time, much lettering has a 
tendency to appear dated and not attrac- 
tive. This broadside is reprinted from a 
promotion piece done in 1936. Does it 
look out of date, or does its quality still 
stand up?” Answer to latter part of 
question . . . yes. 


PPP 


HAT-IN-THE-RING DEPT. Proc- 
tor & Schwartz, Inc. (industrial dyeing 
equipment), 7th Street and Tabor Road, 
Philadelphia 20, Pennsylvania, created a 
novel mailing to announce their entry 
into the spray dyeing field. Miniature 
hat boxes were sent to a selective list of 
500 chemical and food executives. Inside 
the small Stetson boxes was a miniature 
plastic hat. On top of it rested a card 
revealing: “We've been keeping some- 
thing under our hat . . .” Underneath 
the hat in the box was the folded an- 
nouncement. P & S Ad Manager John 
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W. Reinhardt reports that phone calls 
a few days after mailing proved that it 
had really made its mark. A tip of our 
hat to John for a fine, attention-getting 
promotion! 
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LITHOGRAPHY USERS should 
write to Printing Developments, Inc. 
(subsidiary of Time, Inc.), 9 Rockefeller 
Plaza, New York 20, N.Y. and ask for 
their new instruction manual telling how 
to process new Springdale Lithure offset 
plates. Teils all about the new Spring- 
dale Lithure plate method and how it 
works. Also covers chapters on proofing, 
pressroom handling, sensitivity, etc. 
Plants using the deep-etch method can 
standardize their operation after reading 
the manual. 
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} A COLLECT MESSAGE. John 
Mather Lupton Company Inc., 420 Lex- 
ington Avenue, New York, designed an 
interesting fan-page folder for American 
Smelting and Refining Company (2971 
Bellevue, Detroit 7, Michigan) distribu- 
tors. Illustration of a telegram messenger 
is introduced with: “A COLLECT MESS- 
AGE . .. You Collect.” Messenger’s 
pouch has a die-cut slot which holds an 
accordion-pleated “telegram” . . . 32” 
long. As message is unfolded it presents 
Asarco products, illustrating different 
sizes and shapes. Reply card forms the 
last two pages of the folder. A good for- 
mat to demonstrate how money can be 
saved with various sizes of bronze tubing. 


AN INVITATION to vacationing 
customers was made in a good friendly 
letter by St. Louis Music Company, 
Inc., 4400 Delmare Boulevard, St. Louis 
8, Missouri: “St. Louis is certainly a 
good place to include ir your vacation 
plans — or if you are close enough, 
drive over often. We believe you'll en- 
joy your visit to this friendly town.” 
Baseball schedules of the Browns and 
Cardinals, and schedule of St. Louis 
Municipal Open - Air Opera were en- 
closed with letter . . . which told of 
the city’s attractions. Letter closed with 
an invitation to drop into the office 
and say “hello”. . . “if we can be 
of any help to make your stay more 
enjoyable, we will be more than happy 
to do so.” Both St. Louis Chamber of 
Commerce and customers should appre- 
ciate this type of letter. 
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} PENNSYLVANIA LEGISLATURE 
could use some of the above thinking. 
They've recently done away with Penn- 
sy’s Department of Commerce ° 
which served as the Keystone State's 
promotion Bureau. In an “economy” 
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join the swing to PLASTIPLATES 


One slip in the execution of a bang-up Direct Mail selling idea ruins 
the act ... reduces the value of the idea to virtual zero. The idea that sells 
in print must have sparkling reproduction to realize its full value. 

Nailing down this sparkling repro... assuring effective showmanship 
... that’s the job Plastiplates do, and how! And the “live” results you get 
are only natural, for Plastiplates possess a “no-grain” plastic surface 
bonded to a tough pulp base...a surface that delivers the ultra per- 
formance of lithographic stone! That’s why you capture the whole of a 
line image... ail the dots in a halftone. 

Another plus. Plastiplates handle cleanly, speedily...the new Pre- 
sensitized Photospeed Plastiplate is extra fast...comes to you ready 
to expose and run! 

For Effective Direct Mail Showmanship that snaps your prospects to 
buying attention, join the swing to Plastiplates right now! 


FREE press-test proof of Conventional or Pre-sensitized Plastiplates’ Superiority on your 
own press, plus FREE Plastiplate folders (Conventional DS62) (Pre-sensitized DS108) are 
yours for the asking. Write Remington Rand, Room 1039, 315 Fourth Avenue, New York 10, 
N. Y. or call your nearest Remington Rand Business Equipment Center. 





ART WORK BY MAIL 


RAYMOND LUFKIN 
TENAFLY N. 4. 


PONTOR 
“The House of Direct Mail” 


“BETTER LISTS FOR BETTER MAILINGS 


Write Rep’t “R” for FREE Catalog 


W. S. PONTON,- Inc. 
50 East 42nd St., New York 17, N.Y. 


better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . Always say, 
“Are you MASA?” 

YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mai! 
ng lists, etc. information about post 
a! regulations and better direct mai! 
results 


For names of MASA 
members nearest you write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


move, the state will keep its purse 
strings tight on the $738,000 advertis- 
ing budget spent to attract tourists and 
new industry. Pennsylvania businessmen 
are howling. We don’t blame them. Per- 
haps the legislature looks upon Penn- 
sy’s direct line geographical location 
to pull enough tourists through the 
state from north, east, south and west. 
Many tourists have to pass through 
Pennsylvania . . but they don’t have 
to stay there long. Pennsylvania is not 
the end - of - the - line like Florida 
or California (which invest the most 
promotion money). Neither is New York 
State . which will spend a_ record 
$736,414 to lure taxpaying, spending 
tourists and industry. When all the to- 
tals are in . . . we think Pennsylvania 
legislature will wish it had used the 
$738,000 advertising budget. 
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A THREE COLOR FOLDER — 
combining personnel expansion and cre- 
ative sales message — was mailed re- 
cently by Kellar Crescent Company, 28 
S.E. Riverside Drive, Evansville, Indi- 
ana. Cover of heavy - stock folder 
introduced “some well - qualified can- 
didates for a place on your sales team.” 
Inside, illustrated hand is die-cut to 
hold four separate cards introducing 
Lyman Hill (Agency Manager), Claire 
Adler (Creative Planning), Lee Edmis- 
ton (Copy Chief), and C.C, Palmisano 
(Press, Radio and T.V.). Inside copy 
told of KC Advertising Agency Divis- 
ion creative experience and the new 
expansion. Back of the folder listed KC 
clients. Good job of combining new per- 
sonnel assignment announcement with 
hard - hitting sales message. 


OB 
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[) AMERICAN EMBLEM COMPANY, 
INC., 1 North Earle Street, Utica, New 
York is establishing a nice line of con- 
tinuity with a series of 8%"x11" sales 
bulletins. Catch leadlines with Brad An- 
derson illustrations range from a boxing 
theme to Sis’ first prom. Copy ties in 
weil, Format and design of each piece 
is the same . .. one color printed on 
colored stock. A four-color descriptive 
folder and reply card is included with 
each mailing sent to selected list 
of name plate prospects in the electrical 
appliance field. 
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}) YOU CAN’T MISS THE “COLOR” 
on the envelope being used by the Ra- 
diant Color Company, 830 Isabella 
Street, Oakland 7, Calif. A large, square 
arrow pointing to the address is die- 


cut in the envelope. Die-cut area is 
backed up by a strip of brilliant Velva- 
Glo fluorescent red paper attached in- 
side. Envelope was produced for Radi- 
ant by the Field-Ernst Envelope Compa- 
ny. Demands attention, to Radiant’s 
“color.” 
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(? TEXACO has released another color- 
ful streamer for their dealers. This one 
for summer vacation travelers. Large 
10”x60” streamer is printed with Day- 
Glo letters reading: “Let Us Safeguard 
Your Travels.” Along with the streamer 
are six large die-cut suitcases imprinted 
with messages: “Switch tires,” “Check 
lights, brakes, battery,” “Let Us Mar- 
fak Your Car,” etc. Dealers can make 
eye-catching dsplay by placing suitcases 
around the streamer in window. Good 
summer promotion. 
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[] BE CAREFUL if you try to write 
liquor copy for direct mail. One of our 
friends recently had a campaign stopped 
by state authorities. He thought it was 
because he was violating postal laws. 
That was not the case. He was violating 
state ABC regulations prohibiting the 
offer of an inducement to purchase li- 
quor. The letters going to prospects of- 
fered a free drink if a card was returned 
allowing a salesman to call and explain 
the virtues of a new brand. That was an 
inducement. So check with your local 
state regulations before writing any 
copy about liquor. 

PT 

eee 
(1) SLAP ON THE WRIST DEPART- 
MENT: In the May Reporter we criticized 
a company which imprinted “Personal - 
Confidential” on its outgoing envelopes 
to rural route box holders. Envelopes 
contained only printed matter. The sequel 
is: the vice president of the criticized 
company tells us that even though the 
mailing was “somewhat paradoxical . . 
it pulled like mad.” No further com- 
ment from this corner. 
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VISITORS BOOKLETS can do a 
tremendous job of public relations... 
especially, if they're produced as well 
as the one distributed by D. W. Onan 
& Sons, Inc., 2515 University Ave., S.E. 
Minneapolis 14, Minn. Although Onan 
makes complicated generating equip- 
ment, the booklet is presented in simple 
layman language. Tells how the com- 
pany got started, what they make and 
use for their products, etc. in fairly short, 
simple copy. Also gives a complete roster 
of company executives and tells where 
they can be located in the building. The 
rest is devoted to Minneapolis itself. . . 
giving the visitor a brief description of 
recreation, transportation, industry, hotels, 
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etc. Besides being handed over-the-counter 
to all visitors and employees, Onan also 
mails the booklet to dealers, distributors, 
and new accounts. Cover of the Onan 
guide shows a picture of the front door 
of their building... and is simply but 
appropriately titled: “Welcome.” 
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] CHETA, chimpanzee star of Holly- 
wood’s Tarzan films, is also the star of a 
clever booklet printed by Wish Printed 
Advertising, 1515 West Pico Blvd., Los 
Angeles 15, Calif. The 4”x6” booklet: 
(titled: “It doesn’t pay to monkey around 
...”) features eight full-page pictures of 
Cheta in the role of a harassed printing 
salesman. Page opposite each picture has 
short dialog copy in the Barnes’ Office 
Zoo style. Wish Printed Advertising of- 
fers to adapt the idea for any business. 
Write to Milton Wish for a copy. 


THIS LOW-COST plastic binding 
unit called the PB-5 COMBO is the most 
recent addition to the established line of 
General Binding Corporation, 812 West 
Belmont Ave., Chicago 14, Ill. The com- 
pact desk-top binder is the first ever 
developed to handle both punching and 
binding operations on the same machine. 
It’s also the least expensive of all binding 
equipment. .. but practical for business 
and individual use. PB-5 COMBO punch- 
es 10 to 15 pages at a time and full- 
length binding can be applied with ease. 
Additional pages can be added with one 
operation after initial binding. Write t> 
GBC for complete literature and prices. 


JJ) 


[) PHONY SURVEYS. An indignant 
subscriber sends us, as an example of 
“horrible propaganda,” a bulletin re- 
cently issued by The Bureau of Advertis- 
ing of the American Newspaper Pub- 
lishers Association (who should know 
better). The bulletin reports on a survey 
supposedly conducted by Northwestern 
University among housewives in Chica- 
go. It reveals that these housewives 
“preferred” newspaper advertising over 
every other medium. Newspaper adver- 
tisments were preferred, or thought most 
useful, by 48.6%; magazines by only 
30%; television, 10.5%; radio, 6.4%; 
all others (including direct mail), 3.9% 
Another classification attempted to show 
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what kind of advertising is most distaste- 
ful to the housewife. Radio got high 
mark of 27%; television, 22.4%; direct 
mail was rather low at 9.9%; and news- 
papers received a mere 0.6%. Even 
if the figures were true (and preference 
surveys on advertising are never relia- 
ble), The Bureau of Advertising should 
not stoop to dirty selling tactics. Why 
try to knock competition? Why not sell 
the great advantages of newspaper ad- 
vertising where it is appropriate? 


(] A DIRTY TRICK is being played on 
the crackpot we mentioned on page 40 
of the June issue. Remember the fellow 
who bragged about returning business 
reply envelopes with nothing in them? 
One of our readers (who wishes to re- 
main nameless) thought up a neat trick. 
He is sending the fellow first class 
letters, reading: “You are helping to 
meet the Post Office deficit. Thank 
you.” He affixes a 1¢ stamp to the letter, 
marked “first class,” with no return ad- 
dress. The Post Office delivers the let- 
ter with 2¢ postage due. Two wrongs 
do not make a right, but we would give 
a buck to see the fellow’s face when 
he pays the postage due and reads the 
message. Another Reporter reader sug- 
gests we try to convince the culprit that 
he should return the envelopes but in- 
clude a message, “Please remove my 
name from your mailing list since I 
am not interested in your product (or 
service).” 
— 
eee 


[1] CONGRATULATIONS AGAIN to 
the editor of The Rural New-Yorker, 
333 West 30th St., New York 1, N. Y. 
Several years ago we wrote an article 
praising his continuing campaign in 
which he offered to go to bat for any 
reader of his paper who was stuck or 
defrauded by any advertiser in any pub- 
lication. He is still at it. In the issue of 
June 20, a page was devoted to report- 
ing on cases of misrepresentation. No 
punches were pulled. Names were men- 
tioned. Highlighted in this issue were 
some of the people (previously slapped 
in The Reporter) who sell manuals at 
various prices to women purporting to 
show how they can make large sums a 
week addressing post cards or envelopes 
at home. The Rural New-Yorker shows 
by concrete evidence exactly how some 
of these offers are completely phony, 
just as The Reporter has been say- 
ing all along. 


() PARCEL POST SHIPPERS in the 
Massachusetts area have a ray of hope 
that their packages can be delivered at 
lower cost than the new parcel post rates 
going into effect October 1, 1953. Do- 
nald Segal, New England representative 


MAIL WITH 
CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mail with confidence 
that your schedules will be met that your 
job will be expedited and handled just the 
way you want it 


Folding inserting (hand or machine) 
sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 
supervision 


For you, this adds up to SPEED... . ECONOMY 

QUALITY. Phone today or, better still, 
come down and inspect our facilities . . . for it 
seems that almost every time this happens, 
we add still another customer 


| eS 
a. rr 4 for details! 


the LEMARGE company 


7 S. Jefferson Street 
eM ago 7, \\linois 
Phone: HArrison 7-1030 


Write or phone 








We admit 


economical than 


. that no addressing is 
more addressing 


from plates run at high speed. 


However if your list is not on 
plates and you require fast. accurate 
and economical addressing, you can 
rent our typing department . . . when- 


ever you need it. 


\ typical addressing price would be 
$6.50 per thousand for a 3-line ad- 


dress, from clean copy. based on a 


minimum of 10,000 pieces. 


Why not discuss your next address- 


ing job with us? 


Creative Mailing Service, Inc. 


Telephone: Freeport 9-2431 
Freeport 9-2432 


Freeport, N. Y. 


l 
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of the S. Cupples Envelope Co., Inc., 
Room 917, 77 Summer St., Boston 10, 
Mass., has worked out a plan with Slick 
Airways for air delivery of merchandise. 
Plans are now in the formative state, and 
if any of our readers are interested they 
should write to Don for complete details. 
— 
eee 

}] HERE IS A HOT ONE! A Reporter 
reader mailed a post card more than a 
year ago to a national advertiser ask- 
ing for an offered booklet. The booklet 
finally arrived more than a_ year late. 
And the only way the recipient could be 
sure it came from the original request 
was that the mailer had clipped the ori- 
ginal post card containing sender’s name 
and address and had pasted the clipping 
to the wrapper around the booklet. A 
hell of a way to run an advertising cam- 
paign! 


CONGRATULATIONS to the folks 
at The Kiplinger Washington Agency, 
1729 H St, N. W. Washington 6, D. 
C., for thinking up the extra four-sheet 
review of the last thirty years... includ- 
ed in their regular weekly Washington 
Letter. It was also used for promotion 
purposes. A  fast-running review, start- 
ing in 1923... highlighted what hap- 
pened during all the years up to 1953. 
Done in typical Kiplinger fashion. Worth 
reading and filing for future reference. 
If you didn’t see it, get a copy from 
William Bray. 


eee 


SHOWMANSHIP is sometimes very 
simple... if you have imagination. Larry 
Brettner of American Aviation Publica- 
tions, 1025 Vermont Ave. N. W. Wash- 
ington 5, D. C., recently mailed a tricky 
subscription appeal to a_ selected list. 
The title and pitch: “What's the shape 
of things to come?” The message was 
multilithed on plain buff 8% x 11 
bond. It was then accordion folded and 
cut at angles on a regular straight-edge 
cutting machine. It didn’t cost anything 
extra for the cutting. But when opened, 
the sheet resembled the shape of the 
latest Delta Wing Jets. It certainly at- 
tracted attention from those interested 
in aviation. Larry Brettner might be able 
to spare you a sample copy. 


eed 


THE FRANKING PRIVILEGE is 
still being abused. The members of Con- 
gress should clean up that mess while 
they are debating increased rates for 
commercial users of the mail. If Con- 
gressmen had to pay (out of their al- 
lowance) for all their franked mail, there 
would be much less abuse. During all 


the rate hullabaloo in Washington, we 
saw a franked mailing made by a Mid- 
west Congressman received by a man 
in New York. The envelope contained 
nothing but a letter-pamphlet to farm- 
ers in the Congressman’s district offer- 
ing government booklets on farm pro- 
blems. Why the mailing was sent to 
people in New York City remains a 
mystery. 
— 


eee 


WATCH YOUR PROCESSING! A 
Reporter reader sent us a bulletin he 
received from a supplier of school equip- 
ment (which included duplicators and 
mimeographing machines). Something 
must have been wrong with the dupli- 
cator on which the bulletin was produc- 
ed. It was unreadable in 
spots due to dropped letters and inade- 
piece isn’t very 


practically 


quate inking. Such a 
conducive to sales, especially when the 
message emphasizes high quality of the 
products and services offered by the 
promoter. 


“MAGIC FLUID FLOW” is the big 
feature of this new Duplicopy liquid 
duplicator manufactured by Duplicopy 
Company, 224 West Illinois St., Chicago, 
Ill. “Magic Fluid Flow” is a patented 
wiper blade that automatically assures 
even distribution of fluid over roller... 
produces 150 copies per minute in up 
to five colors at one time. Takes copy 
size up to 842” x 14”... with no stencils 
to cut. It comes in two models: Dupli- 
copy A-44 with automatic feed (see 
photo), and manual feed unit H-44. Get 
complete details by writing to Duplicopy 
Company in Chicago. 

— 


eed 


ANY GREMLINS IN YOUR SHIP- 
PING DEPT? National Carloading Cor- 
poration, 19 Rector St., New York 6, 
N. Y. sent six of them (die-cut species) 
to 100,000 national shippers. The die- 
cut, color gremlins represented six snafu 
character types: Plenty Promiser (Can 
ship anything, anywhere in two days less 
than anyone); Castabout Claims (Sleeps 
on claims; Tiresome Tracing (Likes high 
telephone bills, frenzied correspondence); 
Roundabout Routing (Sends your fast 
shipments via carrier pigeon); Pesty 
Paperwork (Lives on piles of bills, claim 
forms); and Irksome Irresponsibility 
(“It’s the other carrier's fault’). Grem- 
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lins were mailed with 13%” x 8%” 
sheet telling how to recognize them in 
the shipping department. Copy points 
out that N.C.C. trouble-shooting staff 
is fully equipped with gremlin guns to 
handle them. Plenty of humor and good 
selling sense make this promotion a 
knock-out. Reply coupon even carries 
the idea through with check points: “—We 
have some gremlins to get rid of. Rush 
your trouble shooter with his gremlin 
gun.” And: “... We want to hear more 
about your gremlin hunting expedition. 
Rush literature.” 








CORRESPONDENCE 
DIRECT MAIL 
SELLING 
MERCHANDISING 
PACKAGING 


[j WATCH THOSE WORDS DE- 
PARTMENT! Recently a mail order 
house advertised live baby turtles by 


mail. Most of the orders came from : : ur. 


bed 
youngsters not yet in their teens. The 4 —~ ina ln 
mail order house got in a jam and Pas, = ee Vane 
mailed postal cards to those who had es" Vemeven Qenmervenne Convene 
ordered, trying to explain that there P asian 
would be a delay in shipping. Included 
in the explanation were sentences such 
as “Recent floods in Louisiana and Texas 





Tension creates envelopes that sparkle . . . envelopes 
thet stir the urge to buy. Envelopes that package 
products—then help to move them off the shelf. 


However you use envelopes—a Tension ‘Creative 
Design” will do its part to make your envelopes 
have inundated the langen tute beds ners feina, Cruse Daan i the sr 
and “The waters are now subsiding and Creative Design, like “Tension Inventions” (see 
we expect to,” etc. Ben Fudge in Athens, ad below)—is another Tension Service! 

Ala. reports that his card “floored” his 
son just as it must have floored other TENSION ENVELOPE CORP. 
youngsters around the country. It would 
have been so simple to write an a-b-c 
explanation. 














[] FACTS ABOUT THE PRINTING 

INDUSTRY* (*and Miller Presses) ¢ L ION ENVELOPES To Save 

= 7 a Rng — — ENS O You Rel olelg Speed Service, 
iller rinting achinery -ompany, . 

1117 Reedsdale St., Pittsburgh 33, Pa. INVENTIONS Help Prevent Mistakes! 

Booklet is loaded with incidental short 

historical printing facts... interspersed 


with present-day facts on Miller presses. Saves Money. Sn 


Examples: “The oldest known book, the 


Diamond Sultra, was printed on May =z () N M N | 
11, 868 A. D. by Wang Cheih to honor ae . ; G | G and CO | G! 
his parents;” followed by: “Pantone ; + pai0 | 

Press, Inc., New York City, has a Miller pee cm WY —— The Same Envelope That 
Simplex with the fountain roller cut to B= Takes Your Message Out 


run fourteen colors at one time.” Reply . 
aes tee Brings Your Answer Back 
card invites reader to seek either refer- 


ence on historical information or more 
information concerning Miller presses. 
Very informative and worthwhile ap- 
proach 


This new Patented Tension Envelope com- 
bines outgoing envelope, letter or statement 
and return envelope in one piece that can 
be mailed first class—or third class 


edd 


(1) THAT MEMENTO ORGANIZA- 
TION in Long Island City, N. Y., is 
still irritating a lot of people. Clips of 
newspaper items are laminated in plastic . 
and sent to people mentioned, with re- es wr This new “Round-Trip” envelope brings back 
quests for payment. It is an unordered tw senso 2 a the outgoing address complete just the 
merchandise racket which isn’t any ' 
credit to direct mail. Seems to be legal, 
so there is no way of stopping except 
by public disapproval. In spite of all 
the publicity against the mailing of un- 
ordered merchandise . . . the promoters 
are still going strong. We wish that 
someone could convince the Disabled 


American Veterans Service Foundation “TENSION ENVELOPE (Ge) -310):7.0¥le),! 


N York 36, N.Y.—522 Fifth Avenue Des Moines 14, lowa—1912 Grand Avenue 
"Se. sous 10, Mo.—500! Seutiewent Ave Kansas City 8, Mo.—19th & Campbell Sts , 
AUGUST, 1953 Minneapolis 1, Minn.—129 North 2nd St Ft. Worth 12, Texas—5900 East Rosedale 


It's simple to use—easy to understand. The 
person who receives it merely tears the flap 
off, and the return envelope is ready to 
bring his reply or order back 


way you typed or printed it:- Key number 
and all! There’s no handwriting to decipher, 
no chance for unkeyed replies. You'll want 
to see a sample of this unusual envelope, 
so write for yours today! 





DUPLEX BUCKEYE 


—the reversible cover paper — 


LENDS ITSELF TO AN INFINITE 
VARIETY OF COLORFUL EFFECTS 





Think of the possibilities—for 


catalogues, booklets, —————— | a. 
mailing cards, menus. Color | i 

side out—and you have a 
colorful cover to catch the 











eye and resist soil and finger- eaben oman 

prints, a clear white inside a — 

surface for legible printing of 

even the smallest type. Duplex Buckeye is actually two sheets 
Color side in—and you get of 50 Ib. Buckeye Cover—one white, 

the effect of a colorful one in a choice of 12 beautiful clear 

end sheet or liner. colors, pasted together. Wire-bound 

sample book containing liberal 


swatches of all colors free 


on request. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
HAMILTON, OHIO, SINCE 1848 


that their mailings of unordered “gold 
engraved pens” are irritating a lot of 
people. Their follow-up letters trying 
to collect for the pens are terrifically 
corny .. . signed by a fictitious crip- 
pled veteran named “Bob.” 


eee 


[]) NORTHEASTERN  UNIVERSI- 
TY’S Evening School of Business (360 
Huntington Ave., Boston 15, Mass.) 
begins its special Successful Direct Mail 
Advertising course on September 23. 
Under the direction of Nathan Wein- 
stock, Advertising Manager of Chilton 
Greetings Company, 147 Essex St., Bos- 
ton 11, the course will feature 16 even- 
ing sessions covering different direct 
mail methods. Tuition is $35.00 for the 
series with $5.00 registration fee. Last 
year’s course at Northeastern was very 
successful . . . and Nat reports that 
this year will be even better. A good 
program for direct mailers in the Bos- 
ton area! 
eee 


IF YOU HAVE PROBLEMS con- 
cerning the Post Office which cannot 
be settled with your local postmaster. . . 
here is what to do: As reported last 
month, Nelson Wentzel’s old job has 
been discontinued. All questions concern- 
ing classification, which were formerly 
under the Bureau of Finance, have been 
moved to the Bureau of Post Office 
Operations. So if you want to write to 
Washington to get an okay on a for- 
mat, or on a problem of classification, 
send your letter to Division of Mail Clas- 
sification (insert here whether the pro- 
blem concerns first, second, third or 
fourth class), Bureau of Operations, Post 
Office Department, Washington 25, D. 
C. Later on we will tell you about the 
individuals who are handling each clas- 
sification. 

— 
eee 


— A DIRECTORY “PUBLISHER” re- 
ceived more than a fraud order down in 
Atlanta, Ga., on July 14. A U.S. Dis- 
trict Court jury found William Silver- 
man guilty on all fifteen counts of an in- 
dictment charging mail fraud. Silver- 
man admitted sending letters to Atlanta 
firms containing ads clipped from the 
yellow pages of the phone book (in the 
form of an invoice). The government 
contended that Silverman never intended 
to publish a directory. If we could get 
similar action in other spots, the racke- 
teers would be driven out of business. 
We reported months ago that the Post 
Office had issued fraud orders against 
most of the local directory “publishers”. 
But most of them are now as active as 
ever. They simply changed their names 
and locations and instead of using clips 
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from the phone book, they now simulate 
the listing by typewriting, photostats, or 
imprinted tint blocks. Our mail is full 
of samples sent to us by readers. In the 
future please send these phony invoices 
to your local post office inspector. Tell 
him that the invoice form is deceptive. . . 
and you may be able to get action. The 
Post Office Department seems reluctant 
to act against the new schemes unless 
it can be proved that business firms are 
complaining directly to the Federal 
Trade Commission or the Post Office, 
charging actual deception to their em- 
ployees by the format of the “invoices” 
used by the phony directory publishers. 


[] NEWSPAPERS AROUND THE 
COUNTRY are beginning to take no- 
tice of the unordered merchandise rack- 
ets. In a few cases the item has been 
used to take a slap at direct mail in 
general. But this reporter is glad to 
see the racketeers getting much needed 
negative publicity. A Reporter reader 
sent us a copy of The Key West Citizen 
in which there was a front page story 
about how citizens are being victimized 
by unscrupulous selling by mail. A very 
good story on how merchandise, ranging 
from wearing apparel to pots and pans, 
is being sent unsolicited and then re- 
cipients are dunned for the money. Such 
publicity should help to drive racketeers 
out of business. 


e@¢ee 


[] RACKETS WERE OPERATING in 
the mail as early as 1869... and Her- 
man Herst, Jr., of Shrub Oak, N. Y.., 
recently sent us proof. It was an age- 
darkened letter, postmarked from Ben- 
wood, W. Va., July 1, 1869, to a firm 
in Palmer, Mass. The handwritten mes- 
sage read: “Sirs, enclosed find 25 cents 
for which send me that information how 
to make $1,150 from 8 cents and all 
you advertise to do. Yours respectfully, 
James D. Smith.” Herman can’t uncover 
what the scheme was. But if we knew, 
we wouldn’t reveal it, for some of the 
present-day racketeers would probably 
repeat it. 

— 

eed 


[) HOW TO ORDER PAPER PROP. 
ERLY is the second book in The Lind- 
enmeyr Library of Print Shop Helps 
released last month. Authored by our 
old friend Charlie Morris of Linden- 
meyr & Sons (480 Canal Street, N. 
Y. C.), the pocket size 56-page book 
is an excellent primer of present day pa- 
per selling practices. Complete in every 
detail... with helpful weight tables, special 
listings and interesting paper buying case 
histories. Some of the material has been 
picked up from Charlie’s previous suc- 
cess Solving Everyday Paper Problems, 
published by Walden Sons and Mott. 
You can get a free copy of How To 
Order Paper Properly by writing to any 
Lindenmeyr & Sons branch office. 
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[1] OVER A HALF MILLION direct 
mail pieces a month will be mailed to 
consumers in Whirlpool Corporation’s 
cooperative dealer campaign _ starting 
next month. Sales Promotion and Ad- 
vertising Manager Jack Sparks reports 
that 1,000 sales portfolios have been 
sent to more than 70 distributors for 
use by salesmen in contacting participat- 
ing dealers. The portfolios outline mail- 
ing procedure for the three-month cam- 
paign... and include order blanks and 
samples of the rotogravure tabloids 
which will be used. With local dealers 
imprint on the front... the tabloids will 
be mailed to specific local dealer areas 
in minimum lots of 300. Sparks says 
this is the largest d.m. campaign ever 
undertaken by Whirlpool in their 50 
year history. 


JJ) 


[1] THE FOXON COMPANY (foil 
label printers), 235 West Park St., 
Providence 1, R.I. came up with a novel 
pair of gold and silver cardboard eye- 
giasses which, strangely enough, 
had nothing to do with 3-D. The die- 
cut glasses were mailed in a stiff card- 
board case also containing a lens-wiping 
cloth. Message on the cloth offered 
the suggestion to: “Use these glasses 
for a clear, unbiased look at your pres- 
ent label. If you’re not convinced it at- 
tracts attention and sells your product, 
let us show you one that will.” The un- 
biased look is obtained because the 


glasses have no lens. 


— 
eee 


[] ELI KOGOS of Industrial List 
Bureau, 45 Astor Place, New York 3, 
N. Y., sent us a copy of the May issue 
of Bell Laboratories Record... drawing 
our attention to an article on Teletype- 
setter Equipment. Interesting reading. 
Tells all about the automatic typesetting 
procedure direct from teletype machine. 
A perforated tape Teletypesetter control 
unit can be attached to Linotype, justifies 
typewritten lines, and sets type automa- 
tically as copy comes over teletype wire. 
For complete story on how it works, 
write to Bell Telephone Laboratories, 
Inc., 463 West St., New York 14, N. 
Y. asking them for a copy of the May 
Record. 


() THE LAST STRAW! We have just 
learned that there is now being sold by 
mail a “Cemetery Visiting Service.” We 
wouldn't believe it unless we had seen 
the actual direct mail offer. If you live 
in the Los Angeles area, you can have 
a representative visit the graves of your 
departed loved ones to offer respects 
in your behalf for the sum of $3 mini- 
mum. Flowers will be placed on the 
(Continued on page 38) 
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successful 


sales letters... 


— rarely just “happen’’. They are the result 
of careful planning and knowing whot mokes 
o letter ‘‘pull'’. The format, too, plays its 
part in getting attention . . . maintaining 
interest! You can PROVE this easily by 
TESTING Return-A-Card against your present 
mailing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 

reply — get better results — costs less per 
response. Write for your FREE folder of 
Successful Sales Letters’’, showing this unique 
format applied to many promotion problems. 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 
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SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 














Convert More Prospects 
Into Customers 


How will our product or = service 
benefit people? Folks Arty protection 
against hazards in the form of an in 
surance poli They purchase recrea 
tom in acquiring fishing tackle or golf 
ing equipment 

This interesting approach featured 
in letters an iterature prepared for 


my chents. It works. Send for free 





folder explaining effective methods 


suitable for vour business 


EDWARD W. OSANN 
Creative Letters and Advertising Literature 
Since 1910 


Member 
Direct Mail Advertising Association 


175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 
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“The House of Direct Mail” 
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and str 
fast, accurate and efficient service, 
— at lower costs to you . . 


W. S. PONTON, INC. 


50 East 42 St.. New York 17, N.Y. MU 7-531} 


mec 





Salute To: 


FOUR GENERATIONS 
OF DIRECT MAIL 


Reported by Henry Hoke 


On the evening of June I1, 1953, 
Elon Borton, President of the Advertis 
ing Federation of America gave a din 
ner party at the New York Advertising 
Club .. . to welcome the twelve mem 
bers of the French Sales Promotion 
and Market Research Mission to the 
United States. Invited were the heads 
of all Advertising Associations, the 
press, prominent A.F.A. Board mem 
bers. Harry Porter, (Harris-Seybold, 
Cleveland) and this reporter made 
strenuous efforts to get there early 
because we wanted to greet warmly 
a mutual friend, the leader of the 
French delegation, Pierre-Georges 
Bastide of La Publicite Directe, 68 Rue 
Mazarine, Paris 6, France. 

I had not seen Pierre since 1933 . 
but had corresponded with him tre 
quently over the years. We didn’t get 
to see Pierre at Elon’s party. The mis 
sion had arrived without its leader . . 
much to the embarrassment and an 
noyance of the others. For the 
damndest reason! We should be em 
barrassed. 

Pierre had been the driving force 
behind the Advertising Mission idea. 
Had worked on it for a number of 
years. Finally all plans were set 
with plane departure scheduled for 
June 9 under M.S.A. sponsorship. The 
French Government appointed Pierre 
as the leader. Two days before de 
parture, the American Embassy deliv 
ered visas to the eleven other mem 
bers ... but Pierre's was missing. In 
quiries revealed that a McCarthy-con 
scious State Department suspected this 
big Frenchman of being a Communist. 
The delegation was up in arms and 
at first refused to make the trip with- 
out him. He took them out to the air 
port and sadly waved them good-bye. 

Four days later an embarrassed Em- 
bassy apologized for “an error” and 
granted the delayed visa. A dumb 
clerk in Washington had confused 
Pierre Bastide with a Paul Bastid, an 
avowed disciple of Moscow. The “mis 
take” caused a lot of unnecessary in 
ternational bad will in advertising cir 
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cles. But Pierre caught up with the 
Mission at the A.F.A. Convention in 
Cleveland. 

To make up partly tor the insult 
he received from our Government 
(and for other reasons) we are giving 
our cover spot to the genial gentleman 
who represents tour generations ol di 
rect mail the oldest direct mail con 
cern in existence. 

The story is fascinating. It has quite 
a few morals for those of us who live 
in the complacent security of America. 


Listen to some of the things this re- 


porter learned during Pierre’s week 


end visit in Garden City. 

Pierre is a buoyant, exuberant forty 
eight. He comes from a long line of 
Bastides, who for five or six genera 
tions (before 1864) were what was 
known as public notaries. 

Pierre’s grandfather, Pierre Francois, 
married a poor girl and his rich family 
disinherited him. He started as a clerk 
in the Post Office Department and in 
ten years worked his way up to one 
of the three general directors of the 
department. But in 1864 he was dis 
missed by the Government of Napo 
leon the 3rd because of his republican 
political lean.ngs. 

Pierre Francois had been watching 
the early growth of the railroads. He 
decided that goods could be sold to 
the people in even the smallest vil 
lages by a combination of mail order 
ing and railroad delivery. Wine was 
sold entirely by salesmen 


originally 
pioneer had the 


and this early 
idea that they were unnecessary 
just as Paul Bringe of Milwaukee Dust 
less Brush (June Reporter) 
ered eighty five years later. He organ 
ized his own company to sell barrelled 
wine by mail. His first office was in 
the heart of Paris near Saint Germain 
des Pres about a hundred yards 
from the present location of La Pub 
licite Directe. Assisted by the “poor 
wife” . . . the business flourished. It 
wasn't long before Grandfather Bastide 
was helping other merchants to sell by 
mail. The practically 


( liscov 


business was 


wiped out during the war of 1870. 
Three of the seven Bastide children 
died of starvation. The rest barely sur 
vived. Grandfather Bastide kept punch 
ing. He assisted in the delivery of 
messages by balloon over German occu 
pied territory. Also he was one of the 
operators of airtight metal balls which 
could be stuffed with messages and 
floated down the river to be caught 
in nets at Rouen. 

The present Pierre’s father, Edward, 
took over the mail order business in 
1886 upon the death of the original 
Pierre. He created the term “La Pub 
licite Directe” in 1907 as the name 
of the firm, but the word “mail” was 
used in explaining it. So Edward Bas 
tide probably named the medium “di 
before Homer 
United 


rect mail advertising’ 
Buckley and others in the 
States. 

By this time the business had changed 
mail order to a_ well 
business 


from purely 
rounded service for French 
firms mailing lists; creative plan 
ning; copy and production. His busi 
ness, too, was wiped out during the 
war of 1914-18. But it was rebuilt 
again. 

Our Pierre (the only child of Ed 
ward) took over the 5usiness in 1928, 
when he was 24. His mother gave 
him the “La Publicite Directe” as a 
wedding present the day he married 
Madeleine, then just 19. 

Today, Pierre has with him his 
daughter Jacqueline and son Pierre 
Edward. They are the fourth genera 
tion running the first direct mail serv 
ice business. A younger son and daugh 
ter are at home with mamma in the 
old family estate ten miles out of 
Paris. One son died of malnutrition 
resulting from the most recent war. 

Pierre today is a big hunk of he 
man. A fluent, interesting talker. Only 
at rare intervals do his eyes reveal the 
strains he and his family have lived 
through. He was captured by the Ger 
mans on June 14, 1940 the day 
Paris fell. His Company had been with- 
out food and water for days . . . about 
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We asked hundreds 
of executives to 
look at it 








We asked hondieds 
of secretaries to 
type on it 


...and thousands 
of printers have 
printed on it 


People who know paper best agree... 


NEW HAMMERMILL BOND 
IS 3 WAYS BETTER THAN EVER 


Locke Boteo! —p Types Botton! Pyinds Better! 


We set out to make an even beiter Hammermill 
Bond than we had ever made before. Then, when 
we made it, we wanted to get the opinions of paper 
users. So we asked them—and our survey proved 
we were right. People who buy and use paper most 
agree—the new Hammermill Bond is even better 
than ever before for letterheads, sales letters, adver- 
tising enclosures—and for all your printed 
business forms. 

Hammermill Bond’s new qualities—the new 
blue-white, the increased crispness and crackle, the 
improved strength—add distinctive appearance and 
help get office work done faster and easier. Secre- 
taries find typing looks neater and easier to read, 
that erasures are clean and scarcely noticeable. 


You con obtain business printing on the new 3-ways- better 
} Hammermill Bond wherever you see this shield on a prin- 
ter’s window. Let it be your guide to printing satisfaction. 


Executives find it takes writing smoothly, makes 
letters invite favorable attention. 

Your printer can tell you all about the new 
Hammermill Bond and its outstanding qualities. 
He has already found that it performs better on his 
presses, gives sharper, clearer results. He’ll be glad 
to help you design handsome letterheads and 
efficient business forms that will save you time and 
money. For a sample of the new 3-ways-better 
Hammermill Bond, write to Hammermill Paper 
Company, 162] East Lake Road, Erie 6, Pa. 


MMERM) 
we BonD —{ 


LOOK FOR THE HAMMERMILL WATERMARK 
++OUR WORD OF HONOR TO THE PUBLIC 





in the clouds? 


Is too much of your Direct Advertising 
“up in the clouds,” lacking the thunder 
of profitable response? 


The planned - for - results promotional 
printed matter which we create for 
many businesses — large and small — 
isn’t always a sight for sore eyes. But 
it usually has a proven, down-to-earth 
selling idea behind it whether for a sin- 
gle promotion or complete campaign. 


You'll never know just what we do 'til 
you give us a chance to demonstrate. 
Find out — write or phone TODAY for 
FREE portfolio of samples. 


PHILIP J. WALLACH COMPANY 
Direct Advertising + Sales Promotion 
220 Fifth Ave., New York 1 + MU 96122 
Member, OMAA + Associated 3rd Class Mail Users 


p YOU SAM- 


R LIBRARY 
PLES FROM OU 

oF FAMOUS serves 
te Compare! 


Often the only representative of your business or 
service is your salesman r your letter, You are 
judged by them Wouldn't you tike to see hiw 
your letterhead “stacks up sgainst those in cur 
new Portfolio containing samples from our “Li- 
brary of Famous Letterheads 

There is no charge for this Portfolio and no 
obligation. Wed like to send you a copy to eget 
acquainted with you amd to have you see for 
yourself what Peertess is doing for letterhead buy- 
ers from coast te coast. The samples will give y 
an idea of what we might be doing for y 

may feel it is easier to buy locally We kn« 

to get your business we will have 

money or give you wetter letterhe 

semi for the portf now 

able to decide if your present design 

of ete overhauling. minor changes r 
is plenty good enough to keep using. The Port- 
folio is yours fe compere by writing on your regu- 
lar business letterhead 


PEERLESS LITHOGRAPHING COMPANY 
4301 DIVERSEY AVE CHICAGO 9 LINOIS 


PONTON’S CONSUMER LISTS 
ae) 


BEST RESULTS 





@ 1,725,000 PROFESSIONAL PEOPLE 
@ 4,000,000 BUSINESS EXECUTIVES 
@ 15,000,000 HOME OWNERS 
@ 26,000,000 HOME MAKERS 
@ 10,000,000 CAREER WOMEN 
W. S. PONTON, Inc. 


90 East 42 St... New York 17. N.Y MU 7-5311 


150 miles north of Paris. All were suf 
fering trom dysentery. Pierre had to 
rub his tongue over dew wet grass be 
tore he could speak the order to sur 
render. 

Five weeks later Pierre escaped from 
a dilapidated German jail. He eluded 
search parties by remembering Edgar 
Allen Pee’s “The Letter 

: hiding in the most obvious place s 


Purloined 


where none would think to look. He 


was lost in the Argonne Forest tor 


12 days without food; ate red goose 
berries (which cured his dysentery). 


He went into hiding and joined the 


“secret army until liberation day. 
Then he took odd jobs until he could 
rebuild La Publicite Directe on th 
ruins. 

In terms of U.S.A. thinking 
Pierre’s business is not large, but it 
certainly is one of the most aggressive 
in the direct mail business. For Eu 
rope, it is “good sized.” Forty-five in 
side workers are employed (mostly on 
production). Pierre handles personally 
most of the planning and writing. 
He employs 250 homeworkers. (He 
kept his eyes on our fight over here 
against restrictions. Pierre says hom« 


workers are an absolut 


essential in 
French economy. ) 
Lists on individual jobs are usually 


small 
a hundred thousand a month or around 


so total production is about 


a million a year, deducting for vaca 
tion periods. He makes quite a few 
foreign concerns who 


mailings tor 
French postmark. In 


want to use a 
order to operate a direct mail serv 
ice company in France, Pierre has 
to do a lot more background work 
(American contemporaries. 


Postal 


than his 
There is no Government 


Guide in France. 


The Government 
simply issues orders on’ rules and rates 
to employees and they file them. So 
Pierre publishes his own Guide for the 
users. I ven Government employees fol 
low it surreptitiously and unofficially. 
Sells the annual 228 page book for 
350 francs (about $1.00). A monu 
mental work for one man. 

Pierre also started, a few years ago, 
a magazine called “France P.T.T. Sol 
idarite” . . . a publication for em 
ployees and users of the postal, tele 
phone and telegraph systems. A_ lay 
voice between government and users 


of communications. 


Pierre also has to act as a marketing 
consultant and researcher for his cli 
ents. His maps of French markets are 
amazing and he uses them to a fare 
thee-well in preaching the advantages 
of direct mail. His “density” maps 


show that France’s 42 million popula 


tion is scattered in 38,000 towns. But 
32,000 of those towns have less than 
a thousand citizens (nearly impossible 


with salesmen). Only 22 


to cover 
towns have more than 100,000 people. 
If you'd like to see those maps, write 
to Pierre and he'll send them. 

Pierre seems to take all his trials, 
tribulations and hard work in stride. 
He has boundless energy. During his 
shortened stay in America he and his 
Mission have visited Buffalo, Cleveland, 
Chicago, Cincinnati, Pittsburgh, Wash 
ington, Philadelphia, and New York. 
Worked from nine to five every day 
inspecting agencies, printing plants, in 
dustrial concerns, stores 
and what not. Evenings the group met 
to discuss the day’s visits and draft re 


department 


ports to the Government on what 
makes advertising click in America. 

Incidentally, our friends in Pitts 
burgh might like to know that thei 
city made a big impression. The visit 
ing Frenchmen (and two ladies) con 
sidered it the most “vital, alive and 
dynamic.” 

Pierre and his co-workers flew back 
20th. There he will 
resume his sunup-to-sundown routine 


to Paris on July 


. Which also includes the Presidency 
Fondateur of the Paris Ad Club; the 
Honorary Vice Presidency of the 
French Advertising Federation; and, 
oh! yes, being Secretary General of the 
International Union of Advertising. 

This brief story of Pierre-Georges 
Bastide should give a lift to some of 
vou folks who get discouraged easily. 
The next time you think YOU have 
think of Pierre and _ his 
wiped out by war 


troubles 
family. 
three times in_ three 
Threats of war and confusion as the 
fourth takes over. But Bastides bounce 
back. Their faith in direct mail and 
their service conquered every calamity. 


Business 
generations. 


Far irom being bitter, Pierre is a 
devout man. He admitted at Sunday 
breakfast that his faith had slipped 
considerably during his early years. 
But he got it back during the twelve 
lost days in Argonne Forest. Some one 
got him out of it and he said he will 
be eternally grateful (as he interrupted 
the visit to go to Mass). 


We hope Pierre will not be too bit 
ter against the stupid clerk suffering 
from McCarthy-jitters, who labeled 
him a suspected Communist. He car 
ries back to France many pleasant 
memories . . . and he will always have 
the best wishes of many 
America. Especially, this reporter 
who will treasure the pin presented by 
Pierre making him an honorary mem 
ber of the Paris Ad Club. 


friends in 
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Battle 
In 
Washington 


There will be no more postal rate 
increases . . . this year. The Battle in 
Washington is over for the time be 
ing .. . but it’s a disgrace what that 
battle cost in lost time, traveling ex 
AND indecision about what to 
future business. The whole 
story would fill a_ book. 

When the last issue of The Re porte? 


(July) went to press the postal situa 


penses 
do about 


tion was so involved we didn't know 
exactly what to report. We said we 
would keep our fingers crossed 
didn’t think a rate increase bill could 
be put through. Then hell broke loose. 
On June 25th, 
Summertheld (on his new job for onl 


Postmaster General 


five months) had sent his rate 


Most 


of us thought the committees would 


about 
increase proposals to’ Congress. 


deliberate for a long time. 

But late in the afternoon of July Ist, 
Congressman H.R. 
6052 . following Summerfield’s rec 


Rees introduced 
ommendations to the letter. The direct 
mail fraternity couldn't get copies of 
Bill until July 6th because of the holi 
days. 

In the meantime (July 2nd) Harold 
Hagen (R,Minn.) made a speech in 
House against Bill in which he said: 
“Before we tamper further with rates 
let us await the findings of the Ca-l 
son committee, particularly as they re 
late to the fully discredited cost ascer 
tainment system. To do otherwise 
would be to flaunt 
proceed with callous disregard tor the 


discretion and to 


Nation's welfare. 

We were still confident that it would 
take considerable time for committec 
to consider Bill but suddenly on 
Friday, July 
Chairman of Post Office Committee, 


10th, Congressman Rees, 


announced that hearings would start 
the following Monday (July 13th). 
The DMAA and other organizations 
swung into action. Wires went out to 
every DMAA member in areas wher: 
a Congressman serves on Post Office 
Committee. About five hundred mem 
airmail letters, asking 
them to appear at hearings or to hile 


bers received 


briefs with their Congressman protest 
ing against the steamroller tactics. 
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Monday, July 13th 
an uproar. Harold Hagen 


the hearings 
started in 
introduced a resolution to postpone un 
til January so that Carlson committee 
in Senate would complete their $100, 
000. investigation of Post Office. Tie 
vote ten to ten, with Rees breaking 
it to favor immediate hearings. 

The hearings continued in disorder. 
The chairman even tried to limit the 
appearance of witnesses. The word was 
‘expedite.’ Veteran observers in Wash 
ington Nothing quite 
like it in legislative history. The word 
around Washington was that Summer 
field had “demanded” the 

or else. And was backed up by 


were amazed. 


increases 


the administration. 

But wires and letters deluged Con 
gressmen. The hearings continued. 
flocked to Washington. 
Why the big rush to soak the ord 
nary users of the mail before the Carl 


Witnesses 


son group can finish its long needed 
study?” 

The word spread around the hill that 
if Bill was forced through under such 
pressure, a resolution would be intro 
duced demanding that Summertield’s 
placed on the first 4¢ 
making him 


portrait be 
stamps for letters 
perhaps the most unpopulai man in 
the country. 

Hearings continued to late hours 
and on Saturdays. Bored Congressmen. 
Short tempers. Just as suddenly as the 
fight started it collapsed. 

Speaker 
27th that 
and blamed it on the 


Martin intimated on July 
approval was “doubtful” 
Democrats. But 
many Republicans were opposed too. 

announced on 
would _ be 
. just what 


Congressman Rees 
July 28th that 
postponed until January 
Harold 


in the first place. All that money tor 
wires, letters, travel, hotels, etc. down 


hearings 


Hagen and others suggested 


the drain. 

The Postmaster General hasn't im 
proved his position. Very few people 
can understand how or why (in five 
months) he got so hipped about the 
“deficit.” 


word Why he insisted on a 


steamroller instead of waiting for an 


orderly investigation and report. Every 
body knows that the word “deficit” is a 
misnomer. Why not find out first what 
the actual “deficit” is? What are the 
actual subsidies? What are the public 
service features of the Post Office? 
Why should certain classes of users 
enjoy a lower rate than others? Why 
a lot of things. 

Does anyone stir up a fuss like this 
over the “deficit” of the Public Print 
ing Plant? It sells booklets for 5, 10, 
15, 20 and 25 cents each, plus printing 
the Congressional Record and the ma 
terial of Government departments. The 
Public Printer “deficit.” 
He gets an appropriation and keeps 
quiet. 


doesn't yell 


You folks in direct mail can now 
take a breather and plan your fall 
mailings without fear of immediate 
mailing cost changes. But the argu 
ment will probably be renewed early 
next year. (Talk to your Congressman 
while he is home). 

This last battle has demonstrated the 
need for and worth of strong organi 
zation. Those who supported the 
DMAA Development Fund got more 
than their money's worth. And _ the 
DMAA effort was nobly supported by 
the Mail Advertising Service Associa 
tion, Associated Third Class Mail 
Users, National Council of Business 
Mail and other organizatinons. 

It might be a good idea for the fu 
ture to consider consolidating the 
Washington activities of these organi 
zations into one contral, constantly 
vigilant committee on legislation. 

That's the way to win battles against 
arbitrary and thoughtless steamrollers. 





REMEMBER 
THESE DATES: 


The two 1953 direct mail con- 
ventions. Both at Hotel Statler in 
Detroit, Michigan. Make advance 
reservations directly through the 
hotel. 


Mailing Advertising Service As- 
sociation Convention (for members 
only) is September 26 to 29. 


The Direct Mail Advertising As- 
sociation Convention (not restricted 
to members) is September 30, Octo- 
ber 1 and 2. Get details of program 
and registration from DMAA head- 
quarters, 381 Fourth Avenue, New 
York 16, N. Y. 


The September Reporter (Con- 
vention Issue) will carry complete 
details. Another big feature issue. 











Reporter's Note: We believe ajl readers of 
The Reporter will enjoy and profit by this 
report of a Direct Mail Clinic. Even if you 
are not in “industrial advertising” there are 
ideas here for every line of activity. Here 
you have the considered opinions of three 
different types of people... (1) a producer 
of direct mail, (2) an advertising agency 
executive and (3) an industrial user. The 
sound thinking expressed deserves a place 
in the direct mail records. 





I attended the 3lst Annual Conven 
tion of the National Industrial Adver 
tisers Association at the William Penn 
Hotel in Pittsburgh June 22nd to 25th, 
Got back to Garden City too late to 
“make” the July Reporter. The N.i. 
\.A. was one of best run conventions 
I've ever seen. Smooth as clockwork. 
Naturally . the most interesting ses 
sion was the Direct Mail Clinic. A 
really good show. 

The best way to report wl... IS to 
give you most of the text of the three 
main talks. Briefed just a bit for our 
space. The session was chairmanned 
by William H. Pfaff of Arthur R. 
Mogge, Inc., St. Louis, Missouri. But 
the moderator was former DMAA Di 
rector, Arthur R. Tofte, Manager Ad 
vertising and Industrial Press Depart 
ment, Allis‘Chalmers Mfg. Co., Mil 
waukee |, Wisconsin. 

In his opening remarks Arthur Tofte 
reported on his N.1A.A. direct mail 
survey. We can only brief it because 
he used illustrated slides. Here are 


some of the highlights. 


Arthur 
Tofte 


Speaking: 


I'm no Direct Mail expert! It’s strict 
ly an accident that two years ago | 
became chairman of the NIAA Com 
mittee on Direct Mail. In fact, it was 
because I knew | knew so little about 
Direct Mail that | accepted this chair 
manship. You see I had the old fash 
ioned idea that | might feel more justi 
fied to spend time and effort on a pro 
ject I could get something out of my 
self. 

I soon discovered, however, that very 
few industrial advertising men knew 
very much about the effective use of 
Direct Mail. I probably shouldn’t have 
been so surprised. After all, industry 
hasn't had to face a hard selling situa 
tion for over a decade. And Direct 
Mail, as we all know, is a tool for 
hard selling! 


A DIRECT MAIL 
FOR INDUSTRIAL 


Reported by Henry Hoke, Jr. 


So I found a great and vast void. 
1 found that the industrial advertising 
tield in comparison with consumer 
advertising doesn't know from 
nothing about this powerful, high im 
pact, direct selling tool Well, Til 
say almost nothing. 

1 found, for example, that there are 
over a thousand books available on 
Direct Mail. But not one of them, to 
my knowledge, devotes itself exclu- 
sively to the problems of industrial di 
rect mail. 

I found in talking to other indus 
trial advertising men that they all 
puttered around with it, but they also 
invariably admitted shortcomings in 
experience and considerable lack of 
knowledge of techniques. 

So, I decided that what we needed to 
know was just where in heck Direct 
Mail stood today in industrial adver 
tising. 

I made up a two-page questionnaire 
and sent it to the entire membership 
list of the National Industrial Adver 
tisers Association. 

| had the replies tabulated and the 
results of that tabulation are what you 
are going to see now 

1. We received replies from about 
one third of the companies represented 


by NIAA membership. 


From these replies we learned 
that 94°, of these companies use direct 
mail, and only a measly, insignificant, 
ignorant 6% do not. 


Note: I want to point out to you that 
while this is a true figure, it is also the 
most false and misleading in the survey 
For when you say that 94% of the com- 
pamies use Direct Mail and do not state 

HOW MUCH you've just fooled 
yourself, Instead of saying that one third 
of the companies replied, let's admit that 
two thirds of them even failed to return the 
questionnaries. We should have had 100% 
replies on an association effort like this. And 
I can't help but feel that those non-replying 
two thirds are non-users of Direct Mail — 
don't give a damn and won't even answer 
a simple questionnaire on the subject. Now 


that I've shown you that surveys aren't 
worth much, let’s go on 

3. 64°% of the companies reporting 
spend less than 1/5th their ad budgets 
on Direct Mail. And only 7% spend 
more than half their money on this 
medium. 


4. Is Direct Mail considered as Ad 
vertising or as Sales Promotion? 
81% say it is Advertising; 19% say 
it is Sales Promotion. Who cares? 

5. Who does the work — the Ad 
vertising department, a Sales Promo 
tion department, or a Direct Mail de 
partment? Here is the line up! Only 
8% of the companies have a separate 
presumably the 
same companies that spend more than 
half their budgets on Direct Mail. 


direct mail section 


6. Direct Mail is such a direct selling 
tool that industry has been reluctant to 
use it for large scale direct selling pur 
poses. When asked in the questionnaire 
if they used it for direct selling, only a 
meager 17% weakly admitted they 
did. 

7. We found that in industry at 
least, mailings on a monthly basis are 
way out in front. 


8. Are industrial firms using direct 
mail for institutional advertising? 60% 
of the replies said they are using this 
direct selling tool to build name pres 
tige for their companies. Of course 
there is nothing wrong with using 
Direct Mail for this purpose. But I 
feel it’s an indictment of industrial ad 
vertising men and our poor analysis 
of what Direct Mail can do best for 
us. With all the force of Direct Mail, 
we should be ashamed to make top 
use of it for an indirect job. 

9. Who pays for Dealer Direct Mail? 
Only 4% ask their dealers to take 
full costs on their direct mail: 17% 
ask for a sharing of costs; and 31% 
make no charge at all. As for the rest, 
16% apparently have no direct mail, 
and 33% have no dealers. 
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A Report from the recent 
N.L.A.A. Pittsburgh Convention On: 


* CLINIC 


ADVERTISERS 


10. According to the survey, a 
thumping 70% of reporting companies 
develop and maintain their own lists. 


11. From what sources are lists com 
piled? It should come as no surprise 
that salesmen’s prospect lists and cus 
tomer records lead the parade. 


12. Who does all the work? We 
found that 52% do all their own plan 
ning and creative work, presumably 
the smaller ones who have very little. 
Less than 10% send all their work out 
for professional agency service. What 
an untouched market for the agencies! 


13. Slightly more than half did all 
their own mechanical work. While 
29% sent all of it out. Just for laughs, 
I asked a silly question in the survey. 
I asked — what are you doing to meet 
the increased cost of producing and 
distributing Direct Mail? 90% admit 
ted they are doing nothing — except 
paying the bills. 

14. Then we came to the problem of 
measuring results of Direct Mail ef 
torts. | was really surprised when 68% 
said they are attempting to measure 
results. In other words, two thirds of 
them are trying to find out — by one 
means or another — if their Direct 
Mail dollars are paying off. The sur 
prise to me is that 100% are not try 
ing to measure results. But when asked 
if they had ever conducted a test or 
survey on the readership of their Di 
rect Mail, only 17% said they had. 


15. Only 61% said they are keep 
ing a record of replies from their Di 
rect Mail efforts. Should be 100%. 


16. Do Industrial Advertising men 
believe in the worth and value of Di 
rect Mail? An overwhelming 93% of 
those responding say they believe Di- 
rect Mail is an effective advertising 
tool. I want to add that I too am one 
of the 93%. Without equivocation, I 
believe Direct Mail is here to stay. 

Arthur Tofte then introduced the 


H. (Ike) 


first panel speaker . . . I. 


AUGUST, 1953 


Bloom, President, Direct Mail Service, 


Pittsburgh 22, Pa. 


Ike 
Bloom 


Speaking: 


Almost all discussions of direct mail 
that I have listened to in the past have 
somehow degenerated into a treatment 
of mere detail . . . the “nuts and 
bolts” of the subjeci . mailing lists, 
kinds of postages, tricks in its use, the 
use of color, kinds of reply cards, etc. 
This discussion will bypass these de 
tails and will concentrate on an over 
all viewpoint aiming at these basics: 

1. Where does direct mail fit into the 

industrial promotion picture? 


Is it necessary to the accomplishment 
of the overall objective? 


What important principles should gov- 
ern its user 

Understand that we are talking 
about industrial direct mail .. . not 
consumer or mail order direct mail. 
There is a very distinct difference. In 
the case of consumer and mail order 
promotion, we are out after orders or 
some other specific objective. Where 
the orders or specific objectives are not 
forthcoming, then the program is gen 
erally considered a failure. 

In industrial promotion, the purpose 
is different. 

Before you can consider the subject 
of industrial direct mail we must, ob- 
viously, understand the purpose of the 
overall industrial promotion program 
for direct mail is but a part of the 
program and must help accomplish its 
major purpose. 

There does not seem to be a clear 
understanding among industrial ad 
vertising and promotion men as to 
just what is the purpose of industrial 


advertising and promotion. 


Many will say that the purpose of all 
advertising is to sell goods and at- 
tempt to justify its use on that basis. 
But is this so? A careful consideration 
of the practical effect of industrial ad- 
vertising and promotion will quickly 
disclose that it does not actually sell 
goods. That function is the responsi- 
bility of the sales department. 

In my judgment the true purpose 
of advertising and promotion is to 
sales condition markets for the sales 
department. Whatever the medium 
of printed promotion, it must con- 
tribute to this purpose. 

Let’s look at the problems of the 
sales department in any industrial com- 
pany. Whether recognized or not, it 
has two basic responsibilities: 

1. It must sell the goods. Sales. 

2. It must constantly sales condition 
markets. 

The first job . . . getting the orders 
is the responsibility of the sales 

man. 

The second job .. . sales condi 
tioning markets is primarily the 
responsibility of advertising and _ pro- 
motion ... for no industrial company 
has a sales force big enough to ade 
quately do both jobs ... sales and 
sales conditioning. 

Good sales conditioning is the goal 
of all advertising . . . regardless of the 
medium used. It must keep markets 
constantly informed so that... 

1. This informative effort will lighten the 
actual selling job on the part of the 
salesmen. 

It will tend to offset competition. 
It will strive to develop a preference 
for the advertiser's product on the 
part of customers and prospects. 

If we are agreed that the prime re 
sponsibility of industrial advertising 
and promotion is to sales condition 
markets, then let’s take a look at the 
problem from a clearly practical view- 
point. 


The large circle represents all the 
markets for an industrial company (it 
could be any industrial company). The 
inner circle represents that portion of 





the market that is known to the in 


dustrial company Every industrial 


company has markets known and 
unknown. Customers both known 


and unknown Prospects known 
and unknown. The job ot sales con 
ditioning breaks down int bask 


parts 


Common sense should tell us that 
the emphasis of effort should be placed 
the known 


customers and known prospects 


upon the first grou} 


The companies and individuals who 


ro to make 


- 


ip the inner circle must 
have our first attention. If we fail to 
do a good job with this group, then 
we can hardly consider our program 
successtul 


Will our 


prospects have, 


known customers and 
at least, the opportunity 
to read our messages and to be in 
fluenced by them? 

That is the problem that faces the 
whenever he 


advertising director 


chooses the media tor this purpose. 
There are but two points of difference 
between the media available to indus 
trial advertising 


] ] } 


WITHOUT DIRECT MAIL 


Here is the same chart indicating the 


probable impacts you can enjoy when 
ever a sales conditioning program 1s 
launched without the use of industrial 
direct mail. Since none of the media 
except direct mail provides circula 
tion tailored to the needs of an indi 
vidual industrial advertiser, it 1s quite 
obvious that the inner circle cannot 
be blanketed and that, come whatever 
will, you cannot and will not enjoy 
thorough coverage of the inner circle. 


It is just not in the cards. 


ADVERTISING CIRCULATION 


WITH DIRECT MAIL 


Here is the same chart showing the 
effect of the overall effort when direct 
mail is efhciently used. Note the im 
portant difference in the coverage of 
the inner circle. For the inner circle is 
direct mail’s meat. Direct mail is the 
one medium that, properly used, will 
best reach all the companies and pros 
pects in the inner circle. It is the only 
medium that gives you assurance that 
the inner circle has actually been con 
tacted. It is the medium that can “close 
the gap” of other efforts. 

t not confuse mere 
Whatever the me 
ition refers only to 
printed in the mag 
tf tmeces mailed b 
magazines that ire Meot 
prospects are worth 
ul that is not read 
the readership that 
medium pro 
entag: of actual read 
me 6§)6cannot§ be 
with each piece 
that, by and large, 
centage. Consequent 
rugh ne we should 
# advertising as will, in 


maximum read 


narkets. Direct mail should be employed to 


give us ership in our 


velp achieve this readership. It will certain 
ly result in much greater readership when 
ompared to a program in which it is not 
emplo cad 

This all sounds very logical and sim 
ple. And yet it is not generally done. 
Why? In my 


chief reasons 


opinion, there are 3 


1. There is a great misunderstanding as 


mstitutes direct mail. It 


what actual 
can be used tor purposes that we 
clearly overlook the conditioning op 
portunit Basicall t are 2 types of 
direct mail 
direct mail that 
used , spo ybjectives, like sending 
out announcements, changes of address, price 
iformation, dail correspondence ot all 
| 


Kimais, etc 


Direct mail used for the general 


sales conditioning objective 
do not consider the use of direct mail 


spot purposes pertinent to our discussion 


here. It is not conducive to or very helpful 


to our basi advertising and promotion re 


ponsibility. It is simply a method that more 
or less must be used to accomplish specific 
purposes that come along day bv day. Com 
pamies who contine their activities to spot 
direct mail are not, in my judgment, sales 
Through these efforts they are 


j 
ot lightening the burden of the salesmen 


onditioner 


are not selling products they are not 


ittempting to create product preference 


i nl the direct mail used speci 


tor the purpose of sales conditioning 

counts in this discussion. Are you us 
ing direct mail for the same general overall 
purpose that you use other media? Do you 
have our eve on the inner circle of your 


markets to make sure that a solid 


job 1 
being done to sales condition your own 
specitic customers ind our own = specifi 
prospects? This is the specific reason why 
industrial direct mail must occupy an im 
portant part in your advertising and sales 
promotion etforts It ou are not now using 
direct mail to blanket the inner circle, you 


cannot expect maximum effectiveness 


3. Man 


ing direct mail simply because they 


industrial advertisers are not us 
haven't 


yet acquired the habit of doing so. Habit 
controls so many things we do in life. Where 
un advertiser has spent his budget tor a great 
many ears im certain channels, i 1s not 
easy to change such a habit. It takes a deter 
mination to do a better job an acknow 
ledgment that, perhaps, an adequate job has 
not been done heretotore an understand 
ing that the adoption of direct mail as an 


essential medium brings with it positive 
responsibilities more work much more 
detail but with a consequent realization 
that the job, when 


result in much greater productiveness 


udequately done, will 


Just a closing thought: This idea of 
“sales conditioning” as the true pur 
pose of industrial advertising and pro 
motion is one that must be clearly un 
derstood both by advertising directors 
and management. Such an_ under 
standing will eliminate the conflicting 
viewpoint, that exist on the subject. 
First the advertising director must sell 
the idea to himself . . . must think 
“sales conditioning” instead of sales. 
Then the idea must be sold to man 
agement so that it will have a clear 
understanding of its need for budget 
purposes . . . of the true role adver 
tising should play of the probable 
harmful result to the business it sales 
conditioning is not consistently em 
ployed. 

The idea will eliminate the ‘fol 
low the leader” 
ing . .. the idea so many executives 
have that 
vertise but I guess we've got to.” It 
will eliminate the mystery that exists 
In sO many management minds when 
advertising is mentioned. 


purpose of advertis 


“I don’t know why we ad 


Next, moderator Tofte introduced 
an industrial advertiser Robert 
C. Myers, Director of Market Devel 
opment, United States Steel Corpora 
tion, Pittsburgh 30, Pa. 
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Robert Myers speaking on “How 
Direct Mail Is Used by a Materials 
Manutfacturer:” 


Robert 
Myers 


Speaking: 


heard Mr. Bloom 
terms, the 
would like 


You have just 
summarize, in 
“why” of direct mail. | 
now to relate Ike’s ideas to basic in 


general 


dustry for | am convinced that direct 
mail very definitely has an important 
in the marketing programs of 
industry | 


place 
basic industry. By basic 
mean the suppliers of manutactured 

rather than manufactured 
A tew examples of basic in 


materials 
articles. 
dustries: aluminum, copper, lumber, 
chemicals, steel and textiles. 

Basic industry is distinguished by 
the fact that it deals with two gen 
eral classifications of markets the 
primary market and the secondary 
market. In addition to these two mar 
ket groups, we must also consider the 
influence groups who are not a part 
of these markets, yet who are in a 
position to greatly influence buying 
decisions. 

Primary markets, as you know, are 
those markets which consume the basic 
material; secondary markets are those 
markets which consume the articles 
manutactured from the basic material. 
Can manufacturers are a_ primary 
market for tin plate; food processors 
are a secondary market for tin plate. 
Building panel manufacturers are a 
stainless and 
building 
market. 
a primary mar 


primary market for 


porcelain enameled _ steel; 


construction 1s a secondary 
Wood preservers are 
ket for creosote oil; farmers are a sec 
ondary market by being consumers ot 
pressure-creosoted fence posts. 

Direct mail is one of the more usc 
for merchandising in 
either primary or secondary markets. 
Direct mail should be rated as im 
indirect selling 


ful sales tools 


portant as any other 


tool such as trade paper, advertis 
ing, radio, television, and trade shows. 
Direct mail can be used alone or in 
coordination with any or all of the 
indirect selling tools available. 

It has a much bigger job to do than 
merely distributing price announce 
ments and catalogs. Because the direct 
mail letter is hitting at the specific 
individual, it involves a minimum of 
waste coverage. It is particularly use 
ful in 
can be directed to specific 


because it 
companies 


“selective selling” 
in specific industries. 
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Material can be prepared especially tor 
distribution by direct mail; technical 
papers and product pamphlets are two 
examples. Or, it can be used as a very 
effective and economical means of 
merchandising | sales 
cast by other media. 

As to the content of the direct mail 
letter, it should not merely take note 
ot an enclosure but should bolster it 
by association, or by bringing out other 
pertinent information. (Reporter's note 
Amen). 

Certainly, good advertising reprints 
are excellent material for distribution 
by direct mail, but the letter should 
dv more than simply state, “We are 
pleased to attach our ad which ap 
peared in the June issue of Better Ships 
and Harbors.” That won't get the ad 
read. The letter to be ettective must 
excite the reader’s curiosity so that he 
reads the ad carefully and disregards 
his inclination to say, “Just another 
ad.” 

| might add parenthetically that the 
ad must we worth reading in the first 


messages broad 


place. 

Where it is desired to encourage the 
customer or prospect to listen to a pal 
ticular radio message or to watch a 
particular television commercial, direct 
mail can be very effectively used to 
stimulate interest. Likewise, where it is 
desired to have people concerned with 
the use of a particular material visit 
an exhibit at a trade show, direct mail 
can highlight the reasons why they 
should be there. 

In each of 
mail is useful in providing another 
opportunity tc contact your customers 


these instances direct 


and prospects and to remind them 
of your interest in serving ther. 

Specifically, how can direct mail be 
used in the marketing programs ot 
basic industry? 

Let’s look at the primary 
first. Direct mail can well be, in some 
cases, the only indirect selling media 
used. This might be called for where 
is comprised of a very 


narkets 


the market 
small number of companies. In such 
a case, it would be uneconomical and 
unwise to use other media. There 
would be too much waste coverage. 
Or, direct mail might be the only 
medium used when the relationship 
of the market to plant locations is 
such that your interest is in reaching 
only a part of the total market, com 
prising only a small number of com 
panies. 

In the primary markets, direct mail 
cannot only be used alone but also 
in coordination with all other sales 
media. For instance, the railroads con 
stitute a primary market of certain 
steel producers for high strength, low 
alloy steels. These steels are noted for 


their high resistance to atmospheric 
corrosion and the resultant economies. 
Trade paper advertising has beei used 
to broadcast these economies to the 
railroads. Then direct mail has been 
used to get these advertising messages 
directly into the hands of those rail 
road personnel who are influential in 
specitying car-building materials. 
Direct mail is being used every day 
to merchandise advertising 
and other sales material in the primary 
markets either to “sales condition” (as 
Mr. Bloom calls it) or to actually so 


messages 


licit inquiries. 

In the secondary markets, direct mail 
also can be used effectively as the only 
sales contact with those people who 
have a direct influence on the actual 
purchase. Because of geographical lo 
cation or other factors, direct mail may 
be the only economical media to use 
to reach these people. 

The combination of properties in 
stainless steel makes it an excellent 
material tor use in food processing 
equipment. In this instance the equip 
ment manutacturers are considered to 
be the primary market and the food 
processors are the secondary market. 
To encourage the use of his product 
the stainless steel producer goes to the 
secondary market 
sors, and encourages them to specify 
stainless steel equipment. It is not prac 
tical to call on these processors. There 
fore, again direct mail can be used et 
fectively to point out to the food pro 
cessors the advantages of stainless steel. 

We have talked of the use of direct 
mail to merchandise in the primary 
and in the secondary markets. Mes 
sages by mail can be used most ef 
fectively also in another way: that is, 
in a coordinated development program 
involving both primary and secondary 
markets. | have seen this done most 
effectively by one company in a pro 
motional program for steel farm build 
ings. Trade paper advertising is used 
for the broad coverage of the second 
ary market the farm market. Direct 
mail is used to merchandise this adver 
tising to the people in that market who 
have the greatest influence on what the 
farmer buys. The trade paper adver 
tising, and direct mail, are both de 


- the food proces 


signed to produce actual inquiries for 
steel farm buildings. These inquiries 
are then distributed by direct mail to 
manufacturers of steel farm buildings 

the primary market. 

Now let’s consider its use in the so 
called influence There are 
many such groups, notably in govern 


groups. 


ment service, in the colleges and uni 
versities, and in the professions, who 
have a very great influence on the ac 
ceptance of particular materials in 


some markets. 
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The Reporter's Convention Issue will 
again be a feature issue .. . de- 
voted entirely to an _ important 
phase of direct mail. Subject: How 
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For example, government engineers 
and designers have a great intiuence 
on the materials which are selected tor 
use by the aircratt industry. Yet these 
people are too widely scattered and too 
tar removed trom the actual buying to 
warrant direct solicitation by salesmen. 
What better sales contact can you 
make with the whole group than that 
afforded by direct mail? 

Likewise, agricultural engineers and 
agronomists are an important factor 
in the acceptance of such products as 
construction materials and_ fertilizers 
by the American tarmer. Again, they 
are too far removed trom the actual 
buying to warrant personal calls by 
the salesmen. And again, they are 
easily and economically reached by 
direct mail. 

Architects are, in many 
the key factor in a building owner's 
decision as to what materials he will 
use in his new skyscraper. The owner 
will only specity a material subject to 
the approval of his architect. So, the 
architect must be sold. He must have 
complete information on stainless steel 
curtain wall construction for instance, 
before the first line is drawn on a 
blueprint. Direct mail is one sure way 
to get this information to him. 

As in both the primary market and 
the secondary market, direct mail pro 
motion to the influence groups may be 
used in coordination with all other 
sales media. Again, it should be used 
to merchandise the sales messages 
broadcast through other media. It can 
be very effective in getting the gov 
ernment designer, the college professor, 
and the consulting engineer to read 
the ad, fo listen to the commercial, to 
visit the exhibit booth at the trade 
show. And where product information 
in the form of a pamphlet is distribut 
ed, direct mail effectively gets this 
product information into the reference 
hles of the right people. 

Direct mail again multiplies the im 
pact of the sales argument upon these 
influential groups. 

That briefly is what direct mail can 
do for a basic industry. Let’s look at 
how to get this job done. The key, of 
course, is thorough planning . . . plan 
ning which should be approached on 
an industry basis. The first step of the 
planning is market analysis. Is there 
a market? Where is it? How big is it? 
What is its relation to production fa 
cilities? The answers to these questions 
will determine the scope of marketing 
activity justified. 

The next step is to get a thorough 
understanding of the people and the 
problems of the market — not only 
those of the primary market but of the 
secondary market as well. I like to call 
this merchandising analysis.” For ex- 


instances, 


ample: Is the market comprised of 
small or large companies? Who makes 
the buying decisions? What are the 
merchandising problems of these com 
panies? Do they sell direct or through 
jobbers and dealers? What are the 
pricing problems? What's the reaction 
of the consumer to the products ot 
these companies? Does the consumer 
know the advantages of the product? 
Does he like the product? All these 
considerations and many others will 
determine the whole approach to plan 
ning a coordinated marketing program 
in a given industry ... and so will 
determine the place that direct mail 
should take. 

With the market and merchandising 
information at hand, it then becomes 
necessary to analyze the media which 
will most effectively do the job. Here 
the various sales tools should each be 
considered to see which will do the 
most effective selling job ... alone or 
in combination. 

It direct mail is selected as one of 
the indirect selling tools to be used, a 
plan of distribution should be prepared. 
Where possible, planning should be on 
an annual basis with consistency of 
effort as a guiding principle. At the 
same time, it should be borne in mind 
that the plan of distribution should in 
clude those companies and individuals 
the sales force is regularly calling on. 
Just as in the case of the salesman, 
reasonable contact by mail is necessary 
in order to make the proper impact 
in an industry. 

The first consideration in planning 
should be timing. The second consid 
eration should be the type of message 
and meterial which will be distributed. 
Will a sales letter alone do the job? 
Should advertising reprints be sent as 
enclosures, or booklets, or pamphlets, 
or a copy of a radio commercial, or 
should technical articles, papers, edu 
cational catalogs or educational sales 
conditioning material be prepared? 


Then, (and please note that | put 
this last), the cost of the direct mail 
program should be estimated. The 
practice of developing the cost last per 
mits preparation of the best possible 
program, without being restricted men 
tally by a dollar figure. If you must 
work within a fixed 
budget, you can, with judgment, elim 
inate some parts of the program and 
still have a plan that will do a good 
job. Of course, the ideal method is to 
make the plan and then budget the 
constantly 


pre established 


money. To me, we must 
guard against building a program up to 
a certain dollar figure or tearing the 
heart out of a program to get down 
to that figure. My interest is to see that 
ihe right amount of money is used to 
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N.1.A.A. Convention Direct Mail Clinic 


Inc., Pittsburgh, delivering his case-history-loaded talk 


showing many charts and 


illustrations on how “An Agency Looks At Direct Mail.” 


reach the objective. The objective is 
an effective program for the money. 

In summary, | would like to empha 
size again that direct mail should re 
ceive equal consideration with the oth 
er promotional and advertising media 
in planning the marketing of the prod 
ucts of basic industry. If properly used, 
it will sell effectively and economically 
in both the primary and_ secondary 
markets. It will never replace the in 
dustrial salesman, but it will give him 
a whale of a lot of help. 

> o > 


Albert C. Evans, 
Ketchum, Mac 
Leod & Grove, Inc., Pittsburgh 19, Pa. 
His subject, “An Advertising Agency 
Looks at Direct Mail Through th 


Eyes of Its Clients.” 


The next speaker 


Account Executive, 


Al 
Evans 


Speaking: 


While collecting material for this 
discussion I came across a help wanted 
advertisement in one of our esteemed 
business 


advertising publications. It 


said: 

“SALES PROMOTION AND DI 
RECT MAIL ENTHUSIAST ... one 
who believes that magazine, news 
paper and radio advertising are se 
ondary.” 

The signature mentioned that the 
advertiser was a direct mail and sales 
Actually, this 


advertisement was 


promotion — specialist. 


“help 


placed by an advertising agency, but 


wanted” 


trom our vit wpoint and experience it 
is not the way for an advertising agency 


to. think 


agency is going to serve its clients 


about direct mail if the 
fully and properly. 

1 don’t mean to say that there is 
only one way for an advertising 


agency to look at direct mail, any 
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more than I| believe there is only one 
way for an agency to look at any 
other of the means of presenting their 
clients’ messages to their customers. 
But I do want to point out that ad 
vertising agencies must look at direct 
mail today as the important cohesive 
in any program designed to condition 
the market for a sale. 

You will probably ask “how and 
why should an advertiser involve his 
agency in direct mail?” The only 
“in the same way and for 
the same reasons as he hires an agency 
to handle his publication advertising, 
his radio and television advertising, 


answer 1S 


his point-of-sale merchandising, or any 
of the other reasons that advertisers 
and advertising agencies get together 
for their mutual good.” 

There are many ways that this mar 
riage can be consummated and ce 
mented. And I must admit, right at 
the start, that there are many adver 
tisers who have a totally competent 
and integrated department to do an 
effective direct mail job. BUT where 
such a department exists, the failure 
to coordinate its activities with ali 
of the other facets of its sales promo 
tion plan, through its own advertising 
department and its agency, seems to 
leave some open links in the chain. 
These weak links should be twghtened 
to strengthen the supporting struc 
ture because it will make selling a 
tivities more effective, and the sales 
men’s time more productive. 

Since we're dealing principally with 
the use of direct mail advertising in 
the industrial sales promotion plan, | 
want to point out that a great many 
industrial advertisers do not have in 
tegrated deparrments capable of do 
ing the copy and creative and organ 
izing job which direct mail advertis 
ing requires for maximum effective 
ness. You, who are advertisers, and 
who are in this position of having a 
small department which is principally 
might think about 
your agency in the following way. 


administrative, 


23 


"AD VERBS * 


verb: TO plan 


object: YOUR advertising, or 
PUBLIC RELATIONS 


adverbs: CAREFULLY*, INTELLI- 
GENTLY*, COMPLETELY*. 


sentence: THERE'S NO SUBSTI- 
TUTE FOR PLANNING IN 
GOOD ADVERTISING. 


let us plan your advertising 
with an eye to results. After 
all's said and done, the only 
measure of a good advertis 
ing campaign is results. 
Careful planning heips moke 
good advertising, and only 
good advertising 

can get results 


Call on us for counsel. We've 
planned many a good 
campaign. 


let us help YOU 
plan YOURS. 


ROWLAND BRANDWEIN 
‘ 


Chenu 


143 E. 35th St. 


New York 16, N. Y 
MUrray Hill 9-4456 
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An Ad Agency that Loves DIRECT MAIL 
Many egencies don’t want to “monkey” 
with MAILVERTISING. (Some don’t have 
the know-how.) Direct mail is no step- 
child here! Please inquire on letterhead 


“That Fellow Botta 


Leo P. Bott, Jr., 64 E. Jackson, Chicogo 








You have all 


you depend on that 


udvertising agency and 
agency to write 
good ads, create appealing layouts, s« 


lect appropriate media, ; I 


the production is done 


placed on schedule 


SO, when you lave 
task (and you have one if you 
an advertising task) why shouldnt 
you call on your ive! tor t samc 
services’? If they can cre: 1 good ad 
vertising campaign, with good copy, 
good creative services, good market 
knowledge, then they can be your most 
valuable counsel and aid in your direct 
mail advertising 

| don't want to ignore the act that 
industrial market 


ing where direct mail can ind does 


there are places in 


accomplish the entire idvertising 


objective. There are also a tew cas 
in which publication advertising 
, 


carry out the whole advertising 


rective. But these are the extremes 


Within any one 


dustrial marketing fheld, both of these 


company in the mn 


exhibits, publicity, special 


promotions ind all the other tools o 


effective sales promotion should — be 


mustered and trained on the t 


media plus 


That's just common sense 


Let me add a word of advice and 
caution for both agency men and ad 
vertisers: think of direct mail adver 
tising f4 ways 

First, think of direct mail as a med 
ium in itself used t eliver intorma 
tion about products or services to a 
selected, target audience; as an adver 


tising means used to 


accomplish the 
same things you expect to accomplish 
with an mn a magazine or a news 
paper, or a good radio of television 
Thought ot ou 


direct mail should be judged the san 


' 
commerchal. 


way you judge the use of one maga 
Zire against another, or one news 
paper against another, or the use of 
a magazine instead of using radio ot 
television That means it should be 
judged on the basis of reaching th 
known prospects ind customers you 
want to reach with your message, with 
maximum effectiveness and lowest cost 


Second, look at direct mail adver 


tising as an accessory and an intens1 
fying medium to support all the other 
activities in your sales promotion plan. 
Used this way, direct mail is a natural 
supplement to other advertising ettorts 
It will help coordinate your overall sales 
policy with current objectives by tak 
ing advantage of direct mail’s more 
personal approach and its ability to 
concentrate on particular problems and 
targets. 

That summarizes in the short 
time we have here the way I think 


an agency should look at direct mail 
in the interests of its clients. 

On the panels around the room you 
see several ways an agency can 
looking at direct mail through the 
eyes of its clients accomplish spe 
cic client tasks. These samples were 
lll prepared by an agency (I won't 
say which one, but maybe you can 
guess), to accomplish specific prob 
icms. 

I've tried to select examples which 
would be sufficiently varied in their 
problem and their execution to stimu 
late more creative thinking and a bet 
ter advertising agency and advertiser 
ipproach to the problem. With one 


exception, these particular programs 


are part of overall sales promotion 


plans involving publication advertis 
exhibits, technical literature, and 


trade. 


ing, 
all of the other “tools” of the 
[he one exception is the strictly local 
ized direct mail for Follansbee Metal 
Warehouses which was used to intro 
duce this old-line organization in the 
aluminum market within about 100 
miles of Pittsburgh. Since this organi 
zation had never previously been as 
sociated with the distribution of alumi 
num products, and since the market 


lly defined by type ol 


was very caretu 
user, the only medium employed was 
direct mail advertising. It began with 
an intensified program over about a 
three month period and is now a con 
sistent and informative continuing 
mailing to the carefully culled list de 
veloped through earlier list additions 
and deletions which were also accom 
plished by the direct mail advertising 
program. 

Here is a juick run-down of the 
facts on the problems, the execution, 
and the techniques in the other ex 


hibits. 


, 


J&L Wire Rope Campaign 
Four-Piece Mailing 


new wire Trop 


com inte 


Direct Mail 
rate mailing 
elt-manler 

| I 
printes with 
cloth mail 
of the inner 

; J 1 

malt displa 
of the core 


of the distribu 


is timed in two 
yieces going out 
the J&L distri 

PlastiCor 


sample 


PlastiCore 


elt-manuler June 


were given out 


ilso sent to edi 


tors of trade magazines with publicity re 
leases 
Campaign Supplemented Space Advertis 


ing 


Mailings were timed to appear with the 


| 


lent 2-page spread 
single-page ads in OIL & GAS JOURNAI 
in BUSINESS WEEK 


innouncement ads am 


also publicity stor 


May 2 


J&L Perma-Tube TV 
Mast Campaign 


To promote sales of J&L Perma 
Mast for a local di 


mplished: KM&G's Direct Mail 
created i three-mece campaign 
" 


sent out at two-week intervals by the 
distributor to ist ot dealers 


Mailing N An illustrated letter on the 
distributor wn letterhead, using his regular 
envelope with a retu rd which was an 


ictua wder-taker 


Mailing id descriptive 
bulletin h distributor mprint and the 


order-taking 


last sections coulk 


provide higher masts 


ara my insicc 


Campaign Supplemented Regular Space 


Advertising 
This direct n mpaign on a cal 
j 1 } 


eve ought hon to this distributer 


prospects the ires outlined and illustrat 


caring in RADIO ELE( 
IO & TV NEWS mag 


ed im space ads apy 
TRONICS and RAI 


i7Zine 


The National Supply Company 
Water Well Campaign 


Objective: To promote the sale of water 
we cniling equipment ind 


National Supply Store 


ICCESSOTIC it 


{ mplished: KM&G Direct Mail 
ent created this series of mailing 

monthly mailings to selected lists 
or ind) =6water well engineers 

Various pieces of equipment listed in Na 
wonal’s Water Well Catalog were featured 
we is the advantages of buying all necessar 
tools vl cessories at one convenient loca 
tion 

A Supplement to Regular Space Adverti 
ing 

This compaign brings the sahent features 
of National's Water Well equipment direct 
ly to the prospect via personalized mail 
and supplements the chent regular national 
advertising schedule in WATER WELI 
JOURNAIT 


magazine 


Pittsburgh Corning Corp. 
Foamglas Campaign for Low 
Temperature Insulation 


Objective To promote Foamglas low tem 


perature insulation sales with a planned 
caurect mail program to refrigeration engi 
neers aml commercial refrigeration dealers 
pointing up teatures of Foamglas of special 
interest to them 


Hou fi KM&G's Direct Mail 


Department planned and produced a series 


m plished 


ot illustrated letters and a self-mailer for 


monthly mailings to selected prospects. Each 
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mailing was accompanied by a reply card 


oftering a sample of Foamglas and Specifica 


tion and Application Booklet. Mailings, sched 
uled trom Ma oO tober » hit the pro 
spects when the n writ ot retrigeration 
probler is occur 

Campaign Supplement gular Sp. Ad 
vertising 

This campaign brings » the prospects 
selected, a personalized message on the ben 
efits of using Foamglas. It ties in naturally 
national pace xdvertising cam 
pain appearing in AMERICAN BREWER, 
COMMERCIAL REFRIGERATION & AIR 
CONDITIONING, FOOD ENGINEERING, 
ICE AND REFRIGERATION, MILK DEAI 
FR, ICE CREAM REVIEW AND REFRIG 
ERATING ENGINEERING 


with the 


Edison Storage Batteries 
Division of Thomas A. 
Edison, Incorporated 


To sell Edison salesmen on the 


1 provide them 


benefits of Direct Mail an 


with a planned program to build sales in 
their local territory 

How Accomplished: KM&G's Direct Mail 
Department planned and produced a hand 
kit for each Edison salesman. Each kit con 
tained five suggested letters to be sent 


with attractive descriptive folders and re 


turn cards to battery prospects, using indus 
trial Walkie type trucks 

Even if the salesmen knew nothing what 
ever about Direct Mail, this kit is a fool 
proot, etfective sales uid. It tells him wh 
how ind wher to make each mailing 
ind what to do when return cards come in 

Tying In With Regular Space Advertising 

Two ways to utilize pace ads are also 
suggested in this Direct Mail kit, making it 
ilesman to Dring more 


He can 


cas for the alert 
sales contacts betore his rospects 
»btain reprints of pertinent ads appearing rex 
ularly in BUSINESS WEEK, IRON AGI 
FACTORY, MILL & FACTORY, FLOW, 
RAILWAY AGE, ENGINEERING & MIN 


ING JOURNAL and others 


Export Division, The 
National Supply Company 


To keep a rather well-defined 
audience, in the oil fields outside the U.S.A., 
fully informed on the latest NSCO products 
und their operating characteristics to supply 
similar information to the same audience 
on products distributed, but not manufact 
ured, by NSCO 


How A 


yipproximately two week intervals 


mplished: Mailings are made 


460 W. 34th ST.. N. Y. C. 
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prospect’ of custome’! 
mailing per month 
specitic purchasing 

Letters with attachmen 


possibic hea catalogs 


} 
request but request-cards 
explanator letters 
manlers 

fitted 


paign 


H 
ture the 
U.S.A. pul 
th ulver 
ind sare 
speaking 
progran 
judiences Who may not read the 
ind business publications, NSCO 
INTERNATIONAL in tt 


frequent chee 


Act ” 


Follansbee Metals 
Division of Follansbee Steel 


1 distributor 
to build sale ) 
lansbec« Warehous 
areca 

Hou mplished: KM&G ad 
produced a series of jumbo 
self-mailers which were mailed to cus 
and selected prospects at two week inter 
Each message dramatized the “teaming-up 
of Follansbee and Kaiser Aluminum in 
toon treatment 

As 1 conunult 

mut = the 
booklet Alumination 

Follansbee 
ers 

That wound up the tormal panel 
of three competent experts. In his clos 
ing remarks, moderator Tofte hit a 
few significant nails on the head. 
Worth reporting. 

We are near the tail end of this 
great Conterence. I suspect all of us 
have felt an underlying current per 
meating the various meetings of 
shall we say anxiety over the fu 
ture. 


I think all of us are ready to admit 
that we expect selling to become stead 


ily tougher in the months and _ years 
ahead. 

It was to get new, stronger, sharper 
tools with which to tace that com 
petitive future that you came here to 
this Conterence. 

My message to you from every 
thing that | have learned is that 
Direct Mail offers to you, and I mean 
practically every man in this room, 
the yreatest undeveloped 


Zz potential of 
any sales promotion medium I know 
of. 

For a decade and a half, industrial 
use of Direct Mail has been allowed 
to decline. We Direct 


Mail because it was almost embarrass 


havent used 


ingly direct mm its impact. Our knowl 

ge and skill in its practice have 
been allowed to become rusty and 
dull. 

Now that we are fast returning to 
a buyers market, we find we don’t 
know Aow to use this powerful sales 
tool once again so desirable in its 
direct aggressiveness! 

In my opinion, Direct Mail ts In 
dustry’'s Neglected Selling Tool! 

I strongly believe that the Indus 
trial Ad Man who will make the ef 
and they 
are special), who will find for it a 
Ad _ budget; 
defend its use before his 


fort to learn its techniques 
proper emphasis in_ his 
who will 
management; and who will use it ag 
gressively and consistently and with 
that’s the Industrial Ad 
Man who Is pong to help his Com 


enthusiasm 


pany win tomorrow’s tough competi 
tive battles. 


WHICH IS CORRECT... 


The word “Post Card” or 
Card?” 

Answer is both . .. but there’s a 
difference in the two. 

\ “Post Card” is a card which you 


“Postal 


must stamp. 
A “Postal 


which the 


Card” is Government 
card on 


printed. 


stamp is pre 


LOngacre 4-2640 
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mailing will automatically fall into 
place and you will have a coordinated 
mailing piece whose results may sur 


. . vu. 
The Coordinated Cy ...a Simon and 


Schuster mailing on the J. K. LAS 
SER INCOME TAX BOOK consist 
Approach To Copy ed of a 5x7 pink slip with the name 
stenciled at the top and showing 
through a window envelope. A Busi 
ness Reply Envelope was included 
by Bernard L. Mazel The seen itself served as the order 
form. It is called an “Advance Vouch 


er because it gets over the idea of a 





headline otf color of full fill-in 


" special tavor being granted the recip 
or anything else. On the contrary, it’s 


Reporter's Note: Nearly everyone who at- 
tended Direct Mail Day program in New 
York thought the big highlight was talk a waste of time to write copy without 
given by Bernie Mazel of B.L. Mazel, inc hirst creating in your own mind a com 
(advertising) 7 East 44th St., New York 17, pletely integrated approach—an over 
N.Y. This reporter grabbed original copy of , 

talk, and it's been worrying him ever since 
How to reproduce it? For Bernie used slides circular was included becaus« 
to age nearly query paragraph. . had pect and thus creates a sense of per the whole idea was to take it for 
samples of every piece shown but if we sonal identification between the two. granted that 
tried to illustrate them in readable fashion . \ ais : 
they would GM mere pages then The Re- When you have created that approach, prospects a very special offer and it 
porter. But we wanted you to have some then you will tind that your copy will didn't have to be sold except in indi 
of the Mazel doctrine. Although slanted almost write itself, the elements of the rect form. Results were double and 
toward the mail order crowd, the techniques — a SS 
of coordinated copy; personal approach; 
fri tion; itori - P . 
Mende cperction; ergency; edieel sp INCOME TAX DEPARTMENT Simon and Schuster, Publishers 
proach; membership appeal, etc. . . . can be . 

applied to other activities, including indus- 


trial advertising. Read this boiled-down, re- 

. Page * - Ga / 
vised version of a slide film talk. You " at ex WUnance Ps atechcm e 
least learn that copy doesn’t exist by it- 
self PLEASE NOTE: Your name below on this Voucher identifies you as a 
user of J. K. Lasser’s Tax Guides and entitles you to profit from a first 
press copy of Lasser’s new 1953 YOUR INCOME TAX to cut your tax bill 
this year at no risk whatever on your part. Advance copies will be limited 
Let's not waste time talking about so please return this Voucher today to make certain of yours. 


ient. It is numbered to carry through 
this idea. The copy above the box im 
mediately establishes the personal con 
tact and the special offer based on 


y “rch y a that tully 
riding merchandising idea th tull nae eunteet 


reflects your product and your pros No 


you were making the M 








all the old maxims of formula copy, 


——— — —————e 





headlines, magic words, circulars 
versus no circulars, long or short copy 
and all the rest of the tried and truc 
staples of mail order. We have to be 


tamiliar with the basic principles of 


selling by mail, but once we are, it’s 


Tg-40 
by them. bd 








a mistake to be dominated A Se ee a ee rat 





Dear Friend: 
Many taxpayers are going to get the shock of their lives when 

they find out their 1952 income is being taxed at the highest rate 
P one in seven years — with two pyramiding tax increases (up to 28.3% 
perhaps drop to a half of 1%. This higher) hitting their entire year's income for the first time in 1952. 
may make a quantitative difference There is no need for YOU to be caught unawares. You will be 
between temporary profit and loss but pleased to know that J. K. Lasser has completely revised and expanded 
it doesn't add up to any real quali the new 19535 edition of his Tax Guide to bring you more savings than 
ever before and enable you to keep more of your income. Not only 
a The real } that, but he has added hundreds of ideas for making more money TAX 
the operation. ihe real factor in the FREE. With new sky-high tax rates and soaring living costs, it is 
broader success or failure of the single vital you make these savings now. 
piece of copy of a mailing of a Since advance copies of the 1953 Guide will be in 
campaign or an entire enterprise such demand, the first available copies are being re- 
comes in what you might call the served for users of previous editions. Just return this 

. P T Voucher with check or money order for $1.95 to receive 
coordinated approach to copy. This is your copy under this special Guarantee: You must save 
the creation of an integrated package times the cost or your money will be refunded in 
that completely reflects in every way . Also, you'll receive free a special booklet con- 
the product and the prospect. taining the new 1952 tax forms — completely filled in 

Copy doesn't exist by itself. Actual — as soon as forms are issued by the Government. 


ly, the entire mailing is copy because LL. New 1953 Edition 


every part of it, even the paper or the —— 

stamps, is talking to the prospect in Mall This Voucher with $1.95 TODAY to Simon and Schuster, Publishers, —_—— 
Tex Department, 630 Fifth Avenue, New York 20, New York 

the sense of creating an effect on him 

that will either influence him or fall An overriding merchandising idea... with integrated approach in itself is needed 

flee That's why you just cant un for Coordinated Copy. This Simon and Schuster mailing for J. K. LASSER INCOME TAX BOOK 

ae } a (reproduced from 6x7” original) incorporated order form right in the letter. This type of 

thinkingly | accept any formulas . letter is called an “Advance Voucher” . . . getting over idea of special favor being 

whether of a letter plus circular — of granted to recipient. 


With formula copy, instead of get 
ting a 1*) return one way, we might 


increase it to 1.2) or even 2°, or 


tative change in the basic character of 
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triple more expensive mailing pieces 
. . . at almost half the cost. 

The same mailing with an added 
simulated handwritten message was 
used as a follow-up. It did virtually 
as well. I have never yet seen a suc 
cesstul mailing which couldn't be used 
again and sometimes again and again 
in the same way. 

The personal approach should be 
established even if the prospect 1s not 
a customer or former buyer. After all, 
we are dealing with selected lists. The 
very fact that the list has been selected 
means you believe these prospects have 
a special interest in your product. 
Therefore, if your selection of lists has 
any validity at all, you have to get 
over that feeling of personal import 
ance and contact. 

The basic idea is to get a highly 
personal approach one that puts 
you on an entirely different footing 
with the recipient of your mail. The 
ideal contact is with your own cus 
tomers. However, too often in writ 
ing copy this is lost sight of. A cus 
tomer list should always be treated 
as something very special. A fill-in is 
not necessarily the answer to this. On 
many tests, | have seen “Dear Sub 
scriber” out-pull a _ personal fill-in, 
probably because it establishes a con 
tact at once, even more so than the 
name. 

Another “For instance”: A letter to 
subscribers of the Research Institute 
of America was designed to sell a 
one-volume_ tax service and_ started 
out: “Dear Member: The Institute has 
set up a budget to enable each mem 
ber who so wishes to see and use its 
new Management Coordinator, at the 
Institute’s expense.” 

There was no expensive selling; no 
detailed circulars or anything to make 
it look like advertising. On the con 
trary, the idea was to make it as sim 
ple and personal as possible. In deai 
ing with customer lists, usually the 
simpler your package and format, the 
better. 

The whole story was in the first 
paragraph with the very definite ad 
vantage to the customer stressed right 
there. Carl Hovgard, President of the 
Research Institute of America, a bril 
liant mail order man, follows a prac 
tice of automatically crossing out the 
first paragraph of any letter submit 
ted to him. 99 times out of 100 the 
letter was better. Somehow, we try 
so hard that we get ourselves involved 
at the start, and never get to the real 
meat of our story until later on. I will 
make anybody a bet that they can take 
any piece of copy and improve it by 
cutting out the first paragraph. Some- 
times you can cut out the first three 
paragraphs. 
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HAMILTON 


PAPERS 





When Cambridge Press, 
Montreal, Canada, puts out 
direct-mail advertising to pro- 
mote its own business, it is 
well worth noting the choice 
of paper. This is a modern 
example of fine lithography 


on Hamilton Weycroft Text 


When it comes to producing colorful and effective direct-mail adver- 
tising, your best friend and advisor is your own printer. Take his word 
for it, you can’t do better than print such pieces on Hamilton Text 
& Cover Papers. These beautiful surfaces will work hard for you. Your 
booklets, portfolios, annual reports, folders and announcements with 


matching envelopes become distinctive, distinguished and successful. 
WRITE FOR SAMPLES OF HAMILTON TEXT & COVER PAPERS 


HAMILTON ANDORRA HAMILTON SHEFFIELO 
HAMILTON VICTORIAN HAMILTON GAINSBOROUGH 
HAMILTON LOUVAIN HAMILTON WEYCROFT 
HAMILTON FINE LINE HAMILTON KILMORY 


W.C. HAMILTON & SONS 


MIQUON, PA. OFFICES IN NEW YORK, CHICAGO, LOS ANGELES 











There’s only 


One 


DICKIE- 
RAYMOND 





DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 32 Years 
* 


Planning 
Writing 
Production 





521 FIFTH AVENUE, 
NEW YORK 
80 BROAD STREET, BOSTON 











WAILERS obtain MORE 
orders at HIGHER NET 
from MADDERN recom- 


mended mailing lists! 


You ll never know how good 
your direct mai! offers really are 
ti you test their pull on our 
lists of mail order prospects for 
your product 

Our lists are producing record 
breaking results for others 
and they can do the same for you 
Yet, they cost no more than ord 
nary lists 

We also arrange exchanges ona 
per 1000 name od mame basis be 
tween owners of competitive and 
semi-competitive lists 

Mail the coupon today for FREE 
details about more lists of pros 
pects for YOUR OFFERS than you 
ever thought existed 


Charter Member National 
Council Mailing List Brokers 





witta MADDERN, Inc. 


215 Fourth Ave.. New York 3, N. Y 


Without obligation, send. us complete de 
tails about more responsive mailing lists 


Name 


Product or 
Service Offer $ 


Company 
Address 


CY ce 








(Reporter's Note We think Carl 


Hovgard got that idea from Postage 
& The Mailbag. John Howie Wright 
its publisher, used that principle back 
in 1920) 

\ coordinated approach involves 
more than mere copy. It necessarily 
carries with it a type of merchandis 
ing thinking which is fundamental to 
the creation of the most successful 
campaigns and enterprises. This kind 
of creative approach radically changes 
the whole nature of your campaign, 
and completely changes the cost struc 
ture as well. 

You are all tamiliar with an idea 
which is utilized tar too little, even 
by the book clubs who I believe have 
used it most. The creation of what | 
would call a friends operation can 
completely change the character of a 
large part of your promotion. Just as 
your own customer is your best pros 
pect, so names recommended by him 
are probably your next best as they 
share his interests. 

Scientihc American formerly used 
an acknowledgment card tor all new 
and renewal subscriptions. As a test, 
this was made a double card and the 
return half read: “Copies of Scientific 
American are hard to get. If you 
would like any friends or associates 
to receive one with your compliments 
and ours note their names below and 
return the card.” At almost no cost, 
a steady flow of 3,000 to 5,000 names 
began coming in. A sample copy oi 
the magazine was sent, followed by a 
letter. Instead of the usual type of 
general circular letter, they were able 
to use an extremely personal approach 

including th: name of the friend 
who recommended the sample copy 
and a special offer for this occasion. 
The results on this first letter to 


friends averaged 6% as compared to 


the usual 1% to 2% on general pro 
motion. 

\ simple double postal card was sent 
as another follow-up asking: “Did you 
receive the magazine?” and repeating 
the offer. This produced another 3-4%. 
Results were so good that a third fol 
low-up was sent and another 3% re 
sulted. Finally a letter was sent to the 
entire subscription list of Scientific 
American which performed the dual 
purpose of getting more accurate sub 
scriber identification and, in apprecia 
tion for the cooperation, offered to 
send copies of the magazine to friends. 
Some 50,000 names were received and 
the results were every bit as good as 
the test. This is now a regular part of 
the Scientific American operation and 
produces thousands of new subscribers 
at a cost far below anything previously 
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Bernard L. Mazel 


experienced. In addition, the type of 
subscriber or customer. obtained 
through this method is likely to be 
far superior since they subscribe as 
the result of being recommended in 
the first place and then order only 
after seeing a sample copy of the pub 
lication. 

This entire “friend” technique gives 
you a personal approach with your 
prospects one that can characterize 
your entire letter; give you a reason 
for a special offer and virtually writes 
itself. In an approach like this, it is 
usually best to keep the entire promo 
tion package as simple and personal 
as possible. And probably it is best 
to leave out expensive printed mate 
rial which might make your mailing 
look like general advertising. 

There are many variations of this 
“friends operation” such as depart 
ment stores mailing to customers, 
recommending subscriptions to maga 
zines. 

Another variation: the Value Line 
Investment Survey gives its subscrib 
ers the privilege of giving two of their 
friends a one-month gift subscription 
without charge at Christmastime. 
These recipients make the very best 
prospects and a large percentage of 
them become regular subscribers. 

The nature of the product (or or 
ganization) and of the prospect may 
automatically dictate the mailing pack 
age and copy. The American Institute 
of Management, a non-profit founda 
tion, established an Associate Member 
ship at $20. annually some two years 
ago. It was available only to top ex 
ecutives. The copy and mailing piece 
reflected this. 

It stressed the non-profit nature of 
the organization and the fact that 
Institute releases had been previously 
available only to a few Fellows at a 
cost of $400 or more yearly. It made 
clear that the membership was avail 
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able on speciai invitation only to top 
executives. The mailing reproduced 
memo from the Board of Directors set- 
ting up this new policy and the cir- 
cular was also done in informal, un 
advertising-like style and featured the 
masthead of the Institute publication, 
whose name The Corporate Director 
has a high level appeal. Within a year 
and a half Institute membership num- 
bered over 10,000, of which over 1/3 
were presidents of leading companies. 
Membership was then restricted. Re- 
sponse on mailing was far out of pro- 
portion to the usual mail order type 
of promotion and this resulted from 
the fact that the mailing piece com 
pletely reflected the nature of the 
organization and of the prospects it 
was designed to reach. 

Another example: A mailing piece 
was needed to sell a $95 subscription 
to a fashion merchandising _ service 
published by Tobe. Since Tobe is one 
of the biggest names in fashion, the 
entire mailing was built around her 
name and her personality. In addition, 
she was about to leave for Paris and 
the special cablegrams on Paris fash- 
ion developments would be sent to 
clients during the following month. 
The mailing piece therefore had to 
reflect both Tobe and the sense of 
urgency and importance of this par 
ticular situation. The copy was writ- 
ten with a sense of urgency and the 
entire mailing piece was put in a 9x12 
envelope and delivered by messenger 
with a reply requested by Western 
Union telegram collect. With an ap 
proach like this built around the prod- 
uct and the particular circumstance, 
the copy wrote itself. The cost for 
messenger delivery of about 20¢ each 
was infinitesimal in relation to orders 
at $95 each. 


This sense of urgency was also es 
tablished in a completely different type 
of package which announced the 
opening of the $500,000,000 Israel 
Bond issue in this country. This had 
to transmit a 48-page prospectus and 
required a three-page letter. Messenger 
delivery was utilized and this was 
stressed in the very first paragraph of 
the copy (and Western Union reply 
blank ) because of the deadline set for the 
initial subscriptions. The use of West- 
tern Union telegram and first class 
mail or messenger delivery are often 
good but they're just as often useless. 
The results depend upon the entire 
package. If the copy itself is written 
around the sense of urgency estab- 
lished by the messenger, special de- 
livery, first class or other device and 
the entire mailing itself reflects this 
sense of urgency, then the results will 
probably far outweigh the cost. Other- 
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the reply-o-letter 


7 CENTRAL PARK WEST 


(at Columbus Circle) 
J. J. Kent 
1234 River o. 
jometown, U. S. A. 


Telephone Circle 5-8118 
Renewal subscriptions are the life blood of any 
magazine. This is particularly true of 


Harpers 


which is edited for a highly selective readership. 
Says John Jay Hughes, Assistant to the Publisher, 


"We knew Reply-O Letter'’s effectiveness for our 
new business efforts. Its performance in our 
renewal series is equally effective. Our series 
of seven REPLY-0 Renewal Letters raised our 
renewal average by 16 percentage points.* 


Other leading publishers -- and leaders in business 
and industry too -- find that REPLY-0 LETTER 

brings them more business per mail dollar expended. 
Remington Rand, Air Reduction, Procter & Gamble, 

New York Life are all REPLY-O users of long standing. 


Their immediate aims may differ. But when they 
want inquiries, orders, or answers to questionnaires, 
the country’s top advertisers turn to REPLY-0 LETTER. 











We'll gladly send you cores and a copy of our 
booklet, *IT WAS ANSWERS HE WANTED.* 


Sincerely, 








Phone nearest sales office — or write age oleeaeia: 7 CENTRAL PARK WEST. NEW YORK 23.N. Y 
- 





==" GET THE FACTS! | 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now — “brush-up” with this modern, complete and fully 
illustrated guide to correct photvengraving methods. 

24 HOUR SERVICE 
108 pages—Lovishly illustrated in black and white, and color 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, WN. Y. 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 


Please send me (prepaid) . copies of your 108 page revised 
And don't tY — s book, "The Art and Tec bnique of Photo-Engraving.”’ 
“around clock" ’ 
corvies whether your My check for $ is enclosed, 
iem is 
black and white, STREET 
benday or color process. city 


- — —— es 











dees § TD 
Ten Hook-On Trays speed up print FARMERS 
ing, mimeographing, sorting, in- 





ar pan Gea recone | INDUSTRIAL LIST BUREAU 
in the mai! room. rite for folder. | 
All-P Metal Corp. 

255 Mill Street yr ne en hog om Yor | 43 Aster Meso. Mow ~— o 


He Read A Sales Letter 
written by Shurtleff 


‘ Write for information about a 
AT SPARK YOUR COPY- PUNCH f - “most unusual letter writing 


NOME YOUR SALES STORY! service.” Shurtleff letters are 
FAST MAIL SERVICE... RVAN 100% guaranteed todo the job. 


Ray THomPson. \ FLAVEL H. SHURTLEFF 


H6 GREENWOOD AV. WYWCOTE PA. 6 «N28 Wileow Avenes, Peorie 4, IMinsis 




















WHAT’S YOUR 
DIRECT MAIL I. Q.? 


Still using machines, or out 
dated attachments to type 
writers? 
Dependent on high priced 
operators? 
Wasting time inserting cor 
bons, winding up with dirty 
finger, dirty labels and dis 
temper? 
A yes to any of these questions 
means that you're not using CARBO 
SNAP 
CARBO-SNAP is new in direct mail 
it will help you do your addressing 
twice as fast 
All you need is a typist, a typewriter, 
and CARBO-SNAP. And you'll be 
ready for as many as six mailings to 
eoch name on your list 
You'll see. Just ask for FREE 
samples, and the complete 
story. 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “Let's Have Bette: 
Mottoes monthly mailings Unusva 
effective economical exclusive. Write 
for details on your business letterhead 
FREDERICK E. GYMER 
2125 E. 9th St Cleveland 15, Ohio 
eeeeeeeeeeeoeoeeoeoeoeeeeeeee 








SALESMAN WANTED 


25 to 35 years of age 
aggressive as contact man for 


Young man 


long established midtown (New York 
City lettershop offset 
etc Full 
ments first letter. Box 46, The Re 


porter, Garden City, N. Y 


mimeograph 


particulars. Salary require 








“ADAGE MAILERS” PAY! 


wise, it is wasted. Not once in 10 
times have I ever seen first class mail 
outpull third class mail. In fact, tor 
some reason third class usually does 
better. Why I don't know. 

Further 
thinking that shapes the entire pack 


expansion of this type ol 


age and establishes a community ol 
thought between the mailer and_ the 
prospect is seen in the editorial ap 
proach. There is one example which | 
will call the psuedo-editorial approach 
since it is written directly to the pros 
pect. 

J. K. Lasser was considering writ 
ing a new Business Guide called TAX 
SHELTER FOR YOUR BUSINESS 

. .but betore yong ahead wanted to 
see whether there was any market 
Che mailing piece actually asked 


the prospect for his advice on_ this 


tor it. 
matter and drew upon his own ex 
perience and responsibility on tax and 
business matters to get the benefit 
of his advice. In return for a yes or 
no answer, a free Report was sent 
along. In addition, those who thought 
the book would be of value would be 
privileged to receive a_ pre-publication 
copy at a special price if it were pub 
lished. This about 3 


times as well as the standard approach 


approach did 


that simply announced publication ol 
this new book. 

procedure was used it 
a book on tax 
courts and the 


The same 


testing out an idea for 


procedures betore the 


Treasury Department. A simple one 


page letter was the whole mailing. 


The name was stenciled on the letter 
window and 


itself was to be returned. 


and showed through a 
the letter 

p | | ‘red 
so unusual inducement was ottered. 
The letter stressed the editorial na 
ture of this approach and called upon 
the prospect for his help. Results were 
so far beyond expectations that prep 


aration for the book is going forward. 

Actually what this editorial approach 
does is dramatize or give a personality 
to the 
ble) that ts being sold. No matter what 


product (tangible or intangi 


the approach, the important thing 1S 
that the copy 
terms the benefit to the prospect 


presents in concrete 


Here's an idea used by a magazine 
whose editorial policy is to keep peo 
ple informed of what's going on in 


the entertainment world! Instead of 
selling a subscription, the order form 
was in the form of an entertainment 
guaranteed 


Insurance policy and it 


against disappointing movie shows, 
restaurants, TV or radio programs or 
what have you. It offered full refund 
on the unexpired portion of the sub 
scription. This guarantee order form 
was reproduced at the top of the let 


ter. Yet the idea of insurance was 
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not repeated again throughout the en 
Moreover, the guarantee 
of retund was buried at the very end 
of the letter. You might say this is an 
example of the copy completely ignor- 
ing the rapport that had been estab- 
lished between the product and the 


tire letter. 


prospect instead of taking advantage 
of this favorable feeling. 

Speaking of guarantees, it is cus- 
tomary in mail order to give a money 
back 
period of time, usually 10 days to 2 
weeks. Actually, there isn’t a reason 
in the world why there can't be a 


guarantee within a specified 


years guarantee or even more (within 
ABC limitations). This makes a very 
strong copy point the guarantee of 


refund after a year’s service or trial of 
self-help book or other 
and | can assure you that the per 


product 


centage of customers who take advan 
tage of this guarantee is microscopic, 
particularly in relation to the improved 
results received. 

\ somewhat similar type of drama 
tization that puts an intangible in 
specific or concrete terms ts seen in 
the use of stamps pasted to the letter 
head representing certain value. This 
was used extensively by the Reader's 


Book 


pastes on a 


Digest and is being used by 


Clubs, one of which 
group of stamps, each one represent 
ing a book that may be received on 
a special offer. 

\ mailing designed to sell a tax 
service made available membership in 
an Executive Tax Group which car 
ried with it certain privileges, includ 
ing a special portfolio and‘ the regular 


reports, plus an added inducement of 


a number of weeks’ free service before 


the Executive Tax Group got official 
ly under way. This idea was tested 
with and without the 
bership card filled in with the pros 
pects name. Apparently the card 
dramatized the idea because the mail 
ing with the card outpulled the one 
without by 3 to | on a $15 offer. 


special mem 


In another mailing selling the Tobe 
service, the copy presented the service 
in the form of a special merchandising 
plan tor the year ahead set up by Tobe 
for the benefit of a few invited firms. 
Then the various elements of the plan 
were listed, in a form that made it 
seem like a really worthwhile pack 
age. 

I should add that automatically 
throwing in membership cards or set 
ting up plans or club groups does not 
work on anything and everything. 
Here again it is a case of being suited 
to the particular product and prospect 


and lending itself to the creation of 


an integrated or coordinated mailing 


piece that effectively reflect this rela 
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tionship. When it was tried in the in 
vestment field it did not work, prob 
ably because investors did not believe 
in the effectiveness of such groups o% 
plans. However, it is possible to dram 
atize and = individualize a 
even in the investment held where so 


service 


many competitive claims are made. 
The Value Line Investment Survey 
follows a practice of regularly pub 
lishing results of all its recommenda 
tions as audited by an independent 
firm of Certifed Public Accountants. 
This is extremely effective in estab 
lishing a feeling of confidence among 
investors. It is an illustration of the 


importance of building a_ product 
based upon such unquestionable stand 
ards that it automatically develops its 
effective appeals. 

It may look as if we have been 
straying pretty far afield that we 
talked more about formats, member 
ship cards, stamps, methods of deliv 
ery than about copy. But that is not 
true. As we have seen, copy doesn’t 
exist by itself, and when you have 
created that package that completely 
reflects your product in a fully inte 
grated approach, then you will have a 


coordinated mailing piece. 





How To Get 
The Right Start 


Part Six: 


In Direct Advertising 


By Harrie A. Bell 
Section IX: 


Suggestions On 
Making the Layout 
(Part 1) 
Your copy, whether written on the 


typewriter or in longhand, does not 
indicate the form it will take when 


put into type. You must, therefore, 
make a sort of map showing your 
idea of its appearance in its printed 
form. This presentation of “what the 
job will look like” is called a layout. 

It has already been pointed out 
that the safest procedure is to cut a 


piece of paper to exact size of the 
finished job, and to make your design 
for the layout on that exact size sheet. 
This is important for several reasons. 
Working to the proper proportions 
assists you to gauge the effect of the 
design on the reader. It prevents your 
attempting to put too much copy in 
too small a space, for your eye soon 
learns to sense the general area need 
ed for any copy you have before you. 

If there are illustrations, you can 
observe the space they will require, 
and judge their effectiveness in the 
actual size. If plates are already on 
hand, you can paste the proofs into 
exact position, and see definitely what 
you are about. You will also learn to 
make allowance for the margins and 
other “white space.” 

Working thus to exact size, you can 
get the effect of your headlines, your 
margins, your white space, and the 
general balance of the various units 
with each other. 
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In periodical and newspaper adver 
tising the layout is essentially a single 
rectangular area. A few direct adver 
tising pieces are also of such single 
areas. But usually, in direct advertis 
ing, the layout problem is more in 
volved. In simple 4-page folders, for 
example, you have a cover page to 
lay out, and two inside pages to ar 
range and harmonize with the cover 
design, with perhaps some arrange 
ment for page 4. But 6-page folders 
offer a further layout problem — the 
appearance when the first fold, and 
then when the second fold, is open 
ed. A folder with a short fold-over, 
with more pages, or with any other 
variations, must be studied for its 
particular layout problem and for the 
impression that will be made on the 
reader as he progressively opens it. 

It can hardy be said too emphati 
cally, therefore, that in making your 
layout for any direct advertising piece, 
you should make up an actual sheet 
of paper cut to exact size, and folded 
to the exact size and shape of the fold 
er as it will be when completed. 

The use of the exact quality of pa 
per on which the job will be printed 
is not necessary; often it is not ad 
visable, because papers proper for the 
final printed job are usually not suit 
able for the pencil, pen and ink, or 
watercolors used in completing the 
layout design. 

Students of space advertising are 
especially warned that the transpar 
ent tracing papers used in periodical 
and newspaper layout work are not 


MORE GARDEN CITY 
CUSTOMERS DRIVE 
CADILLACS 


(than one-horse shays) 


A recent survey, which we 
haven’t bothered to make, reveals 
that eleven out of ten Garden 
City customers are astute 
businessmen. They're well-versed 
in the fundamentals of operating 
a successful business. For 
example, when planning a 
direct-mailing, they specify 
Garden City Envelopes. This 
automatically assures them of top 
quality, unbeatable service, and 
lowest prices . . . all elements 
necessary to profitable results. 
Naturally—men displaying such 
perspicacious sagacity are just 
bound to be successful. And 
successful men are a darned-sight 
more likely to drive Cadillacs than 
one-horse shays. Right? 


WANNA DRIVE A CADILLAC, TOO? 
Maybe a series of successful 
direct-mailings is all you need. 
We can furnish helpful ideas, 
helpful service—and the best 
envelopes you can get for the 
money. Give us a bing 
Corneiia 7-3600—and start 
thinking about your Cadillac. 


SPECIALISTS IN ENVELOPES 


AND OUTSTANDING ERVICE 


MERCHANDISE 
AIR MAIL 
CATALOG STYLE 
POSTAGE SAVER 

e PACKING LIST 

e OFFICE SYSTEMS 

e BANK STYLES 

e EVERY OTHER STYLE 





PHONE OR WRITE 


ARoeN Ciry Envesore Co. 
3001A NORTH ROCKWELL STREET 
CHICAGO 18, ILLINOIS 
Phone COrnelia 7-3600 





Direct Selling 


MAIL ORDER 


ADVERTISERS 


Increase your sales. Move merchandise. Reach 
your best markets effectively. Obtain direct- 
to-consumer customers, mail orders, agents, 
inquiries, leads. Sell your product nationally, 
regionally through pulling ads in newspapers, 
magazines, trade papers. We show you how 
Appoint us to plan, prepare and place your 
publication advertising advantageously. Let 
us help you make your advertising dollars 
go further, eliminate ad waste, solve your 
selling problems, expand your business eco- 
nomically. Give your advertising the benefit 
of ovr 30 years knowledge. Put our crea- 
tive ability and tested methods to work for 
you. Get powerful ad copy, expert media 
selection, sound advice, striking layouts, low 
cost artwork and ad production. Our motto 
Your success is ovr success.” Our specialty 
is helping large, medium and small direct 
selling mail order concerns grow. Established 
1923. Fully recognized. Many successes. You 
pay no more for publication space placed 
through us, as we charge publishers’ rates all 
publications. Write in detail, cail in person 
or phone. Consult 


MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40th St., Dept. 15, New York LE 2-475! 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece ! 


<x Made direct from your trans- 
parency, Cro¢ ker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department R-8 
H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


PONTON’S eters 
SPENDING POWER 

260,000 MANUFACTURERS, INDUSTRIALS 
150,000 WHOLESALERS, DISTRIBUTORS 


1,400,000 RETAILERS, TRADE SELECTIONS 
500,000 SERVICE COMPANIES 





Ww. S&S. PONTON, 
The House of Direct Mail 


50 East 42 St.. New York 17, N.Y 


cw. 


practical when working for direct ad 
vertising, since a non-transparent pa 
per is necessary when both sides of 
the sheet are being used. 

The blank sheet of paper which is 
made up and folded to actual size 1s 
called a dummy. When you have put 
your design on it, it is called a layout. 

The kind of sketchy layout which 
you will make to crystalize your idea 
in your own mind is referred to as 
a “rough” layout. 

When you make a more careful 
presentation, with exact sizes and 
illustrations shown, head 
lines and other display matter clearly 
indicated, and with areas for type 
matter drawn in, to exact size, with 
ruled lines simulating lines of type, 
you call it a “comprehensive” \ayout. 

\ “finished” layout looks to a 
like the completed 


shapes ot 


reasonable degree 
job. The display type lines are care 
fully lettered in. The illustrations are 
drawn very nearly as they will finally 
appear (sometimes actual photographs, 
correct size proots of engravings, or 
photostats of the illustrations are 
made to exact size and pasted on the 
layout). Every size and dimension is 
accurate. And, of course, the color 
scheme to be used is approximated in 
paper stock, type matter and general 
etfect of the layout. The smaller type 
material (what we call the text mat 
indicated by many 
horizontal lines across the areas where 
the text will occur. 


ter) is usually 


For average use, to present to your 
employer or to your customer (use 
the word client if you prefer) for 
his OK to go ahead, you will prob 
ably make a layout halfway between 
a comprehensive and a finished. Ex 
perience will soon show you that a 
finished layour is expensive to make, 
and you will temper your enthusiasm 
for tinished layouts, except where no 
thing less will be acceptable. 

Circumstances—and the visualizing 
capacity of those to whom you must 
will guide you 
in deciding how far to go. But there 


submit your material 


are several other people, in addition 
to those who OK the matter, whom 
making this 


decision on how accurate a layout to 


you must consider in 


provide. 

Your printer should have from 
you a clear picture—in your layout 

of what you expect him to do. Also, 
the artist and the photographer should 
be able to understand from your 
layout —- what you desire from them. 
And don’t forget that you, yourself, 
will skip many a headache if you make 
an accurate and intelligent picture 
in your layout-—of your conception 
of the finished piece. 
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Making a layout for a booklet dif 
fers only slightly from what has been 
said about folders. You begin by 
making a dummy (your printer will 
gladly do this for you) to exact size 
and number of pages desired. (Where 
the number of pages is not decided, 
put more pages in your dummy, and 
tear out unnecessary pages later.) It 
is well to have several dummies made, 
using one for a rough study of the 
plan and retaining a clean dummy 
to work up into the layout you are 
going to present. It is also advised to 
make your booklet dummies of a 
paper stock suitable for pencil, pen 
and ink, and watercolors 
of the actual paper to be used when 
the job is printed. 


regardless 


In discussing a folder layout, we 
pointed out that the designer must 


know how to make a proper ettect on 


the reader as each succeeding fold is 
opened. In making a_ booklet layout 
he must watch the effect as each page 


is turned. The effect as each “spread” 
of two pages face each other, and 
their general relation to the whole, is 
to be considered. 

In crystallizing the design for a 
layout | have found great value in 
roughing out ideas in miniature, as 
a beginning. If a proposed folder is 
inches) I find it helpful first to draw 
small blocks roughly of that propor 


to be four pages (page-size 8'o x I] 


tion, say 2% x 3 inches. One such 
block represents the cover; two such 
blocks side by side represent the two 
pages; another single block, 
page four. Sizing up the principal 


headings or catch lines in the copy 


center 


before me, and studying the illustra 
tions (if any) which it is intended to 
include, I fool around with any va 
grant ideas that occur to me. 

, Quite a little scribbling may come 
forth, and many a series of miniature 
blocks representing the larger pages 
may have been crossed out or redrawn, 
before a worthwhile idea 
When a likely 
however, I continue to rough out all 
to gauge the 


dev elops. 
effect does emerge, 


four pages in miniature, 
whole effect. 

With layouts for booklets, a similar 
process is gone through, care being 
given to check the appearance of 
each set of two pages which will face 
each other in the finished work. 

From these small rough sketches 
the ideas for the layout, whether fold 
er or booklet, are transferred to the 
exact size layout. The proportion, the 
balance, and the true sizes of each 
unit are now before me, and | can 
study the effect more carefully. 

I recommend this use of prelimi 
nary miniature layouts as a great time 
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saver as well as a means of doing a 
better job. 

We use the terms layout and copy 
as if they were separate and distinct. 
The fact is that your layout is merely 
an extension of your copy. A layout 
is needed only because there is a mes 
sage to be told, and it is the function 
of your layout to “deliver” that mes 
sage as clearly and as emphatically 
as you can. You will have to watch 
that your layout (i.e., the design in 
which you present your copy) does 
not run away with itself. Any device 
you can use for attracting and holding 
the reader's attention is desirable, so 
long as it does not wean the reader’s 
attention away from the message in 
the copy. 

As you get experience in the job, 
you ll find ways to make your layouts 
not only carry the message, but ac 
tually strengthen the thought in the 
copy. That, of course, is the ideal con 
dition. 


Up to this point | have assumed 
that you have written all the copy for 
which you will make layouts. The 
time comes, however, when you are 
asked to make layouts for copy which 
someone else has written. Your em 
ployer or your client may have pre 
pared the copy, and you are requested 
to make a suitable layout for the piece. 
In such cases, this warning is advis 
able 

Vever try to make a layout for any 
advertising piece until you have care- 
fully read, and fully understand, the 
copy. 

This brings up another point which 
is worth your careful study. People 
who write copy particularly those 
who are not trained to copywriting 
will often bury their most potent catch 
line phrases right in the middle of a 
sentence or paragraph. Time without 
number I have had to work up lay 
outs for copy furnished to me, and 
found the first reading of the copy a 
disheartening experience. But on closer 
study, in many instances, it has de 
veloped that, unemphasized within 
the text matter, 1s a word ora phrase 
which ought to be pulled out and 
set in full display. 

There is another quality whi ch 
every good layout should possess al 
though it is often neglected. To un 
derstand its value, we must first con 
template what happens when a piece 
of direct advertising comes into the 
hands of a reader; or, better phrased, 
what happens when all the pieces you 
send out come into the hands of all 
the recipients. 


(Part 2 o uggest On Making The 
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STEWS artery 


IBM USES FOUR-COLOR LETTERHEADS 


One of the most beautiful campaigns currently in the mail consists of a series of six 
letters sent two weeks apart. They are going to top executives, to convince them that 
letters should be beautiful... that “each letter must make visible at a glance the entire 
quality and status of your organization.” The letters were prepared for the International 
Business Machine Corporation by Reginald Holland to promote the IBM Executive Type- 
writer. Each letter has a different, striking, four-color, symbolic, lithographed |letter- 
head, as you can see here. 

Incidentally, the illustration was loaned to us by Dave Goldwasser of Atlanta En- 
velope Company, 1700 Northside Drive, Atlanta, Georgia, who scooped this reporter by 
publishing it first in his house magazine, In Transit. 
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HOW ARE YOUR lish is second language of most peo 


ple in the export business . . . they 
TRANSLATIONS? are proud of their own country and 
language, and appreciated the courtesy 
shown by the translated copies of the 
The subject of direct mail to toreign American story. 
markets is getting more and more im John Yeargain says it may be a lot 
portant (see item in June Reporte? of trouble . . . but it sure pays off in 
page 7 which described booklet good will and public relations. 
on procedures, available trom A. But there is another fellow who be 


Harper Associates, Empire State Build 


lieves we Americans do not go tar 
ing, New York 1, N.Y.). Many Amer enough in taking pains to approach 
ican manutacturers don't know how our toreign neighbors in a stvle which 
to handle direct mail contacts prop fits their characteristics. Edward D. T. 
erly. Pousland is an account executive with 
\ tew good examples ol tastetul Advertising House, Inc., 311 Main 
techniques are reaching us. John Year Street, Worcester, Mass. He came here 
gain of Jackson and Company (adver from France a number of years ago. 
tising), 62 Worth Street, New York Holds the title of Doctor of the Uni 
13, N. Y., sent us a project designed versity of Paris. Lectures now on ad 
for Universal Transcontinental Corp vertising at Worcester Junior College. 
oration. Four-page, 82x11 inch fold Dr. Pousland thinks literal translation 
ers describe the services offered by Uni for foreign helds is not enough. We'll 
versal on forwarding export and im let him tell of one interesting case in 
port shipments. Copy was translated his own words. 
into four different foreign languages. 
Art and layout remained the same. Edward Pousland reporting: 


Pieces were gang-run ... so extra cost 


was not exorbitant The Quixotry As a Quickener 
Of Advertising Results 


Several months ago, we were in the 


One of Universal's othcers recently 


Hew abroad leaving samples of 
the folder printed in language of the process ol translating some technical 
prospect im country visited. Reactions matter concerning abrasive wheels. The 


were most favorable. Even though Eng Norton Company of Worcester, Mass. 


was the client in question. One day, 
we were shown a four-page circular 
(8¥2’" x 11’) on abrasives that was 
being used in this country, the head 
line of which was merely “Cut Costs 
With Norton Products.” The mailing 
piece (well laid out and ably written) 
was, nevertheless, little other than a 
triple concentrate of “reason why” 
copy, characteristic of most of the di 
rect mail and trade paper material that 
is currently used by the majority of 
American manufacturers. The purpose 
that the client had in mind when he 
showed us the unit in question was 
merely that we should study it with 
a view to its /:teral translation into 
idiomatic Spanish. 

Studying this piece led us to the 
thought that mere word-by-word 
translation would have little first 
glance appeal to the colorful and ro 
mantic Latin mind. Something tan 
ciful, something imaginative, in the 
headlines, in the preamble, as well as in 
the art work, should be employed to 
win the favorable attention of the 
prospective reader. Why not a “quixo 
try’? This curious word is but an 
Anglicization of the Spanish quzjot 
ria—“a thing romantic to the point 
ol extravagance.” 

The temperament of the Latin 
American business man, however prac 


HARRIS INKERS have more rollers actually 
“‘working’’ in the ink train to thoroughly break up and 
distribute the ink. This superb inking system is built 
into every Harris press, both offset and ‘letterpress. 
Write today for more information. 


From the gentle kiss of a soft tint to the 
“sock”’ of a heavy solid — the Harris 
inker can give every job the kind of inking 
it demands. Halftones are clean and 
crisp, fine line work is sharply detailed, 
impressions are smooth and even 
throughout the run. These things mean 
more salable sheets in the delivery 

pile, more black ink on your ledger. 


HARRIS-SEYBOLD COMPANY fine graphic arts equipment 





General Offices + Cleveland 5, Ohio 


...for everybody's profit 





TOP ROW: Universal Transcontinental Corporation translated their descriptive folder 
in four different languages (only two and English available here). By using the same 


art work, copy, layout and gang running . . 


. the cost was not exorbitant. 


BOTTOM ROW: The Norton Company’s translation formats were different .. . head- 
ings, copy and artwork are changed in each piece to fit the tastes of different Spanish- 


speaking prospects. 


tical and seemingly “hard-boiled” he 
may appear to be, remains inescapably 
“romantic to the point of extrava 
gance™; at least, as viewed by the in 
hibited Anglo-Saxon mind. 

“Cut Costs With Norton Products.” 
This was the deadly dry headline 
which characterized the English cir 
cular. How better could we quicken 


its pulse than with a quixotism? There 
came to our mind the incident, in the 
Ouixote, ot Los Molinos de Viento — 
the windmills. 

We discovered in a deluxe edition 


the marvelous illustration of this in 
cident, dene by Gustave Dore, the 
great pen-and-ink artist. The headline 
in Spanish was, therefore, not hard to 
formulate. “Don Quijcte Perdio Su 
Jatalla Contra Los Molinos De Vien 
to .. . Pero Ud. puede vencer en su 
lucha contra los altos costos de fabri 
cacion aprovechando las econo 
mias que provienen del uso de los 
siguientes Norton!” This 
text in English meant “Don Quixote 
lost his battle with the windmills .. . 


Productos 


but you can win your struggle againsi 
the high costs of manufacture by tak 
ing advantage of the economies that 
result from the use of the following 
Norton products.” The rest of this 
folder was devoted to the products 
themselves, and the copy was, properly 
enough, technical. 

The followup circular on abrasives 
had as its emotional appeal an adapted 
Dore, showing Don Quixote and his 
trusted Sancho Panza flying through 
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the firmament on Clavileno, his hob 
from the 
report, T he 


by horse, as will be seen 
reproduction with this 
headline that suggested itself was a 
“Out of This World.” 
Therefore, we used the Spanish idiom, 


natural one 


fuera de este mundo, currently accept 
ed in Central American Spanish. 

Finally came a circular on retracto 
ries, for which the ideal theme was 
discovered, “The Lake of Boiling 
Pitch.” The text we took directly from 
the Ourxote “Se muestra delante de 
nosotros un gran lago de pez his 
viendo a borbollones,” or “There ap 
peared before us a great lake of boil 
ing and ‘yubbling pitch.” We went on 
then to point out that, while this 
marvelous tale treats of many a quasi 
impossible happening, nothing could 
really be more unbelievable than th 
fact that Norton refractories withstand 
temperatures as high as 2500° C! 

The lesson to be learned from this 
short report on the Don Quixote ap 
proach is: the American business man 
should realize that his brother to the 
south is temperamentally different 
from him, and that a cold, factual ap 
proach is not enough. Results upheld 
this premise. 

The average response rate from 
this campaign for all Latin America 
was 7°, while some countries respond 
ed so enthusiastically that the rate rose 
to 20 . 
should learn that we must adapt our 
thinking (in our mail approaches) to 
that of our neighbors. If we do not 


American manutacturers 
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ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 


ADVERTISING AGENCIES 


Direct selling mail order adver- 
tisers. Send $1 for rate guide list 
ing newspapers, magazines suitable 
direct selling mail order advertis- 
ing. Martin Advertising Agency, 
15 E. 40 St., Dept. 33, New York. 





START YOUR MAIL ORDER 
BUSINESS! 
FREE mail order adv. consultation! 
Send $1 for rate list & brochure. G 
FELDMAN, 1186 B’way, MU 3-419]. 





HELP WANTED 


Here's An Apportunity 

To Earn Extra Income 
If you are an experienced direct mail 
copywriter and are available for meet- 
ings in New York at lunchtime or after 
hours, send us a full resume of your 
experience. We need copywriters for 
assignments in mail order, subscrip 
tions, advertising promotions, book, 
industrial, merchandising, business 
service, etc. promotion programs. Box 


45, The Reporter, Garden City, N. Y 





HOUSE ORGAN FILLERS 


Another 28 page folio — No. 3 — of 
earthy — informative — humorous 
house organ fillers $1.00. Money back 
if you can't use them. NEWSLETTER, 
Oxford, Wis 








LISTS 
About 10,000 amateur ADULT stamp 


& coin collectors. Brokers welcome. 
Vernon Baker, Elyria, Ohio. 

15,000 ladies apparel retailers on El 
liot stencils. 100% guaranteed delivery. 
Reasonable rental. KORN, 105 Madison 
Avenue, New York 16. 





SITUATION WANTED 


Circulation analyst for successful busi- 
ness publication. 4 years’ circulation 
promotion and research experience, 
seeks association with aggressive grow 
ing publication. Age 28. Box 44, The 
Reporter, Garden City, N. Y. 


OFFICE SUPERVISOR, national mail 
order house experience, handling cou- 
pons, orders, money; reports, adjust- 
ments, correspondence inquiries, per- 
sonnel; wish N.Y.C. spot. Box 33, The 
Reporter, Garden City, N. Y. 


OFFSET CUTOUTS 


Promotional headings, 
cartoons, symbols, borders, panels, 
holiday art, type fonts. decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Les Angeles 6, 
Calif. 





illustrations, 








DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 
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ADORESSING 
. 460 


No. Main St., Freeport, N.Y 
17 East 48th St.. New York 10, N. Y 
Fair Mail Service ..417 Cleveland Ave., Plainfield, NJ 
National Advertising Service, 2055 N. 17, Kansas City 4, Kansas 
ADDRESSING MACHINES 
Scriptomatic, inc ..310 No. lith St., Philadelphia 7, Pa 
Sever & Wallingford 147 West Broedway, New York 13, N.Y 
ADDRESSING — TRADE 
Shapins Typing Service 68-11 Roosevelt Ave., Woodside, N.Y 
Star Typing Service 45-21 162nd St., Flushing, New York 
M. Victor - «++ 190 Flatbush Ave., Brooklyn 17, N.Y 
ADVERTISING AGENCIES 
institute of Sales Promotion....131 Lafayette Street, New York 13, N.Y 
The Jay H. Maish Company On Gospel Hill, Marion, Ohio 
Martin Ad Agency (Direct Mail Order) 15 PA. E. 40, New York 16, N.Y 
Roskam Advertising (Mai! Order) 3 1430 Grand, Kansas City 6, Mo 
ADVERTISING ART 
P. ©. Box 812, Greenville, S. C. 
.116 West Clinton Ave., Tenafly, NJ 
1430 Grand, Kansas City 6, Mo 
oe .349 Tenth St., Moline, Illinois 
AUTOMATIC TYPEWRITERS 
25 Allen St., Hendersonville, No. Car. 
aaabiinee TYPEWRITING 
Ambassador Letter Service «+. 11 Stone St., New York 4, N.Y. 
Arrow Letters Corp 307 West 38th St.. New York 18, N.Y 
W. J. Reynolds & Company .109 North Dearborn St., Chicago 2, Illinois 
BINDING 
148 Lafayette Street, New York 13, N.Y 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproductior Repro Art Press, 80 Sth Ave.. New York 11, N 
CARTOON ADVERTISING 
Ray Thompson Cartoon Studio Box 134, Wyncote, Pa 
CATALOG PLANNING 
58 Park Avenue, New York 16, N. Y 
150 West 34th St.. New York 1, N. Y 


COPYWRITERS (Free Lance) 
. Jackson Bivd., Chicago, 4, Ill. 
175-35 88th Ave., Jamaica 32, N. Y 
‘First Westone Bank Bidg., Howell, Michigan 
1120 Wilson Ave Peoria 4, Iilinois 


Creative Mailing Service 
De Groodt and Associates, inc 


Ben Kerns ‘ 
Reymond tLufkin..... ~ 
Roskam Advertising Mail Order) 

Trapkus Art Studio 


Robotyper Corp 


Publishers Book Bindery, Inc. 


Catalog Planning Co 
Cullen Rapp Studios 


leo P. Bort, Jr. 
Edward W. Osann 
Orville E. Reed 
Fiavel H. Shurtleff 
Dick Sutherland—Business ideas 
1609 NE 23rd St., Wilton Manor, Ft. Lauderdale, Fla 
442 East 20th St.. New York 9, N.Y. 


DIRECT MAIL AGENCIES 
Rowland Brandwein poser: 143 East 35th St.. New York 16, N. Y 
Homer j. Buckley.... ....57 East Jackson Bivd., Chicago 4, Ill. 
Chase and Richardson, Inc 9 East 45th St.. New York 17, N.Y 
Dickie-Raymond, inc 80 Broad Street, Boston 10, Mass. 
Direct Mai! Services ‘175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Associates, 918 North 4th Street, Milwaukee 2, Wisconsin 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc....... 39 Water Street, New York 4, N.Y. 
Proper Pr .129 Lafayette Street, New York 13, N.Y. 
Reply-O Products Co 7 Central Park W., New York 23, N.Y 
Roskam Advertising (Mai! Order) ‘430 Grand, Kansas -ity 6, Mo 
Sales Letters, Inc 250 West 49th St., New York 19, N, Y 
John A. Smith & Staff 1! Beacon St., Boston 8, WV sss 
Carl G. Vienot, inc 134 Summer St., Boston 10, Mass 
Philip J. Wallach Company 220 Fifth Ave., New York 1, N. Y 


DIRECT MAIL — DEALER HELP 
National Advertising Service, Inc.... 2055 N. 17, Kansas City 4, Kansas 


DIRECT MAIL EQUIPMENT — DEALERS 
The Adamm Company 250 Third Avenue, New York 10, N. Y 
Mailers’ Equipment Co. 40 West 15th St., New York 11, N.Y 


DIRECT MAIL EQUIPMENT — MANUFACTURERS 
All Purpose Metal Equipment Co 255 Mill Street, Rochester 14, N.Y 
Davidson Corporation 29 Ryerson St., Brooklyn 5, N. Y 
Felins Tying Machine Co 3351 North 35th St., Milwaukee 15, Wisconsin 
ELLIOTT STENCIL CUTTING 
Clear Cut Duplicating Co. 149 Broadway, New York 6, N.Y 
Creative Mailing Service 460 North Main St., Freeport, N.Y. 
Spotts Mailing Corp. 2388 University Avenue, St. Paul, Minnesota 
ENVELOPES 
American Envelope Mfg. Corp 26 Howard St., New York 13, N.Y 
The American Paper Products Co East Liverpool, Ohio 
Atienta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgi ia 
Boston Envelape Co 397 High St., am, Mass 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, !!!., Chicago Sub. 
Semvue! Cupples Envelope Se Inc.. ..360 Furman St., Brooklyn 2, N.Y. 
Cupples-Hesse Corp., .. AITSN. Kingshighway Bivd. St. Louis 15, Mo 
Curtis 1000 Incorporated. Capito! Ave. & Flower St., Hartford 6, Conn 
Delta Envelope Co,..1166 Terminal St., P. O. Box 2523, Memphis 2, Tenn 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, III. 
Genera! Envelope Company Box 654, Boston 2, Mass. 
The Grey Envelope Mfg. Co., Inc. 55—33rd St. Brooklyn 32, N.Y. 
Herman Grover ... . 230-242 William Street, New York, N. Y 
Heco Envelope Company 4500 Cortland St., Chicago 39, Ill 
McGill Paper Products, 50! Park Ave., Minneapolis 15, Minn. 
Rochester Envelope Co.. 72 Clarisse Street, Rochester 14, N.Y 


John Yeargain 


The Standard Envelope Mfg. Co....1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation....5001 Southwest Ave., St. Lovis 10, Mo. 
Tension Envelope Corporation....123-129 N. Second, Minneapolis 1, Minn. 
Tension Envelope Corporation 1912 Grand Ave., Des Moines 14, lowe 
Tension Envelope rere 5900 East Rosedale, Fort Worth 12, Texas 
Transo Envelope Co .3542 N. Kimball Avenue, Chicago 18, Illinois 
Transo Envelope Co ..«.22 Monitor St., Jersey City, New Jersey 
United States Envelope Company ringfield 2, 

The Wolf Envelope Company 1749-81 E. 22nd St., Cleveland |, Ohio 

ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, iI!., Chicago,Sub. 
Curtis 1000, Inc Capito! Avenue and Flower St., Hartford, Conn. 
Garden City Envelope Co 3001 North Rockwell St. Chicago 186, 7 
Hodes-Danie!l Co. Inc...... ..352 Fourth Avenue, New York 10, N. Y. 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, jas. 
IMPRINTERS — SALES LITERATURE 

Wolfe imprinting Company..... 52 Pearl St., Buffalo 2, N.Y. 
LABEL PASTERS 


Potdevin Machine Company North St., Teterboro, N. J. 


9 Murray St., New York 7, N.Y. 
. 130 Flatbush Avenue, Brooklyn 17, N.Y. 


LETTER GADGETS 
..45 West 45th St., New York 19, N.Y. 
West Jackson Bivd., Chicago 4, Illinois 
545 Fifth Avenue, New York 17, N. Y 


LETTERHEADS 
Brunner Printing Company, Inc. : 190 Jefferson Ave., Memphis, Tenn 
Peerless Lithographing Company... 4305 Diversey Ave., Chicago 39, Ill. 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company 


MAIL ADVERTISING SERVICES (Lettersheps) 
Acme Mail Advertising Co. 1301 Dodge St., Omaha 2, Nebraska 
Advertisers Associates, Inc 1627 Penn Ave., Pittsburgh 22, Pa. 
Benart Mail Sales Service, inc 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc. 48 East 21st St.. New York 10, N.Y. 
A. W. Dicks & Co.. 386 Victoria St., Toronto 2, Ont., Can. 
Fair Mail Service 417 Cleveland Ave. Plainfield, NJ. 
The Lemarge Company 417 S. Jefferson St., Chicago 7, Ill. 
The Letter Shop 214 Mission St., San Francisco 5, Cal. 
Long Island Letter Service 95 Mineola Bivd., Mineola, N.Y. 
Mailograph Co., New York 4, N.Y. 
Mailways 200 Adelaide St., West. Toronto 1, Ont., Canade 
National Advertising Service, inc 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service. . 620 Texas Ave., Houston 2, Texas 
The Rylander 216 West Jackson Bivd., Chicago 6, Ill. 
Spotts Mailing Corp. 2388 University Avenue, St. Paul, Minnesota 
Union County Business Bureau .7 Elm Street, Westfield, New Jersey 
Woodington Mail Adv. Service. 1304 “Arch St., Philadelphia 7, Pa. 


MAILING LISTS—Brokers 
* Archer Mailing List Service 140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N. Y., Inc. ..595 Madison Ave., New York 22, N.Y. 
* George 8. Bryant Co ...75 East Wacker Drive, Chicago 1, tI. 
* Walter Drey, Inc 333 N. ‘Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc 157 Federal Street, Boston, Massachusetts 
* Waiter Drey, 257 Fourth Ave., New York’ 10, N.Y. 
* Guild Company. . 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 Wes: 45th St., New York 36, N. Y. 
* Villa Maddern, Inc. 215 Fourth Ave., New York 3,N.Y 
Mapleton Service Company... 399 Kings Highway, Brooklyn 23, N.Y. 
* Mosely Mail Order dist Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, 352 Fourth Ave., New York 10, N.Y. 
*D. L. Natwick 932 Broadway, New York 10, N.Y 
Roskam Advertising (Mail Order). . 1430 Grand, Kansas City 6, Mo 
* James E. True Associates 419 4th Ave., New York 16, N.Y. 
* Members — National Council of Mailing List Brokers 
MAILING LISTS—Compilers & Owners 

Allison Mailing Lists 222 Fulton Street, New York 7, N.Y 
Associated Advertising Service 613 Willow St., Port Huron, Mich. 
Bookbuyers Lists, Inc.. .363 Broadway, New York 13, N.Y. 
Boyd's City Dispatch, Inc.... 114-120 East 23rd St., New York 10, N.Y. 
Catholic Laity Bureau 45 West 45th Street, New York 36, New York 
Creative Mailing Service. . ..460 No. Main St., Freeport, New York 
Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, Illinois 
Walter Drey, Inc. 157 Federal Street, Boston, Massachusetts 
Walter Drey, Inc. ...257 Fourth Avenue, New York 10, New York 
Drumcliff Advertising Service... .. Hillen Rd., Towson 4, Md 
Dunhill List Company, Inc. 565 Fifth Ave., New York 17, N.Y. 
Industrial List Bureau .-45 Astor Place, New York 3, N.Y. 
Jewish Statistical Bureau 320 Broadway, New York 7, N.Y. 
The Walter S. Kraus Co. 48-01 42nd St., Long Island City 4. N.Y. 
Mail-Ad Co . 469 So. Robertson Bivd., Beverly Hills, California 
Market Compilation Bureau 11814 Ventura Bivd., N. Hollywood, Calif. 
Montgomery Engineering Company .8500 - 12 St., Detroit 6, Michigan 
J. R. Monty Turf Fan Lists. . . 201 East 46th St., New York 17, N.Y. 
Official Catholic Directory Lists 
W. S. Ponton, Inc 


Penny Label Compt. 
M. Victor 


Hewig Company 
A. Mitchel 
A. August Tiger 


Scranton, Pennsy!vanie 


..12 Barclay St., New York 8, N.Y. 
.50 East 42 Street, New York 17, N.Y. 
MAIL = CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, Illinois 
MATCHED STATIONERY 

Tension Envelope Corporation....19th & Campbell! Sts., Kansas City 8, Mo. 
MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon Company 19 So. Wells St., Chicago 6, I! 


THE REPORTER OF DIRECT MAIL ADVERTISING 





PAPER MANUFACTURERS 
The Beckett Paper Company 
Fox River Corp 
W. C. Hamilton & 
Hammermi!! Paper Company 
International Paper Company 
McLaurin-Jones Company 
Mead Sales Co 

Paper 


A 
Neenat 


220 East 42nd St., 


810 Pub Ledger Bidg 


Port 
Hou 


Nekoc Edw ards Pay 
Rising Paper Company 
PAPER MERCHANTS 
Herman Grover 
PARCEL POST MAILING BOXES 
Products, Inc 2235 Utica Ave 
PHOTO ENGRAVERS 
Inc 460 West 34th St 
PHOTOS IN QUANTITY 
350 W. 50th St 
COLOR POSTCARDS 
‘a ..350 West 50th St 
PRINTING EQUIPMENT 
4510 East 71 St., 
52 Duane St. 


PRINTING—Letterpress 
Inc .. »-Mai 


Corrugated Paper 
Pioneer-Moss 
Moss Photo Service 

Moss Photo Service, Inc 


Harris-Seybold Co 
B. Verner 


The Davenport Press 
McCormick-Armstrong Co 


Richmond Press. Box 


23 South St. 


. our more sophisticated competitors 
in Europe may recapture enviable slices 
of the Latin American market as they 
did after the Spanish War, and again 
after World War I. 


Seems like Edward Pousland has a 
good idea .. . and this reporter would 
like to hear from others who have 
been experimenting with making their 
direct mail more appealing in foreign 
markets. Write us details and 
send samples. 


PUBLICITY 
“BAIT” 


When will certain advertising agen 
cies learn that most editors hate to 
be high-pressured into printing a ‘press 
release? What school of journalism or 
advertising teaches agency people to 
offer a “bait?” 

\ccompanying a recent press release 
about a new product was a typewrit 
ten letter from the media buyer. The 
letter was fairly good . outlining 
briefly why the new product was a 
desirable one. 

But the last paragraph of the letter 
ruined the whole idea. It read: 

“We are also interested in the ap 
pearance of this editorial so that we 
may ascertain for the client where to 
place advertising should the response 
from various types of readership in 
dicate the value of going into certain 
trade publications.” 

We say “nuts” to that style of ap 
proach. Advertising in any decent pub 
lication is sold solely on the merits 
of the publication itself. Not on “hop 
ped-up” inquiries from editorial plugs. 
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Brookfield, Massachusetts —— A 


230-242 William St 


1501 East Douglas Ave., Wichita 1, Kansas 
: 654, Boston 2, Mass. 


Hamilton, Ohio 
Appieton Wisconsir H. 5S 
Miquon, Pennsylvania 

Erie, Pennsylvania 
New York 17, N.Y 


Crocker 


Philadelphia 6, Pa Press 
Neenah, Wiscons:: 
Edwards, Wisconsin 
satonic, Massachusetts 


Proper Press, Inc. 


Shie'd Press 


Martin Ad Agency 0 
New York, N. Y 


Brooklyn 34, N. Y 


PRINTING—Offset Lithography 

Bachman Reproduction Service 259 East 43 
Company 
McCormick-Armstrong Co. 
PRINTING—lLetterpress and Offset 


and Fubdiisne 


Street, New York 17, N.Y 
Bruno, California 


Wichita 1, Kansas 


Inc San 


1501 East Douglas Ave., 


Lithography 
Paradise, Pennsylvania 
229 West 28th St., New York 1, N.Y 
129 Lafayette Street, New York 13. N.Y 
2010 Montcalm St., Indianapolis, Indiana 


SALES PROMOTIONAL COUNSEL 


rect Se 


SPEEDAUMAT EMBOSSING 


ng Mail Order 15 PB E. 40, N.Y. 16, N.Y 


N.Y 
N.Y 


2 East 23rd Street, New York 10 
130 Flatbush Avenue, Brooklyn 17 


SYNDICATED HOUSE MAGAZINES 


New York 1, N.Y The William Feather 


Wetmore & Company 


. New York 19, N.Y 


Direct Maii 
New York 19, N.Y 


Cleveland 5, Ohio Remington Rand, 


New York 7, N.Y 


nm St., Mineola, N.Y 


Walter ‘Doc’ Hanson 


“WHAT'S THIS?” 
DEPARTMENT 


We are reproducing below a “news 
item” which appeared on Saturday, 
July 4, in the Morning World-Herald, 
Omaha, Nebraska. 


Trade Winds— 


Direct Mail 
Ads Shunned 


Savings Banks Seldom 
Use This Method 


By Lou Schneider 
Consolidated News Features, 

Did you know savings banks 
seldom use direct mai! cam- 
paigns to solicit new business 
from depositors? 

People are secretive about 
money. Depositors often hide 
knowledge of their savings even 
from members of the family 
They don't want any hank mail 
sent to home or office. 

That attitude eats the heart 
out of savings banks executives. 
They have many services to of- 
fer, and the best potential cus- 
tomers cannot be reached. Did 
you know nearly 10,000,000 peo- 
ple, two out of every three in 
New York State, have accounts 
with savings banks”? 


Lou Schneider of Consolidated News 
Features must have sources of in 
formation unknown to fis reporter. 
We have attended several national con 
ventions of the Savings & Loan Asso 
ciations. Direct mail always is a high 


Business Brief,” 


Advertising Assn.. 
Mail Advertising Service Assn 


Inc. 
TYPOGRAPHY — 
Clear Cut Duplicating Co. 


The Adamm Company 


812 Huron Rd., Cleveland 15, Ohio 
1015 So. Shepherd Dr., Houston, Tex 


TRADE ASSOCIATIONS 
17 East 42nd St., New York 17, N.Y 
18652 Fairfield Ave., Detroit 21, Mich 
TYPEWRITERS 
315 Fourth Ave., 
VARITYPING — IBM — 
149 Broadway, 
VARITYPE EQUIPMENT 
250 Third Ave., New York 10, N.Y 
303 Buckeye Building, Cleveland 15, Ohio 


New York 10, N.Y. 


PSM 
New York 6, N.Y 


spot on their programs. Most of the 
savings banks of the country are large 
users of direct mail. Clarence Stilwill 
of Ninth Federal and George Bliss 
of Century can testify that direct mail 
has had a big part in their growth. 


SALUTE TO 
COMPETITION: 


\ businessman has a plaque on the wall 


above his desk which reads as follows 


“My competitors do more for me than 


my frends do; my triends are too polite to 


weaknesses, but my competi 


them 


point out my 


tors go to great expense to advertise 


“My competitors are efficient, diligent and 


attentive; they make me search for ways to 


improve my products and services 


business 


kee ps 


take my 
this 


would 
from me, if they 


hold what I 


“My competitors 
could 
have 


awa\ 
me alert to 


lazy, 


disci 


“If I had no competitars I would be 
inattentive; I need = the 


me. 


incompetent, 


pline they enforce upon 


they have been 


all.” 


I salute my 
God bless them 


takes many 
Other 
Other 
innovation which peopl 
Whatever the 


ws truc 


competitors 


good to me 


Susiness form 


competition 
it is 
stall 
find 


form, 


Sometimes it 1s In price tumes 


in the quality of services times 


if is In sore 
interesting and attractive 
exists in state 


competition which 


economy is the greatest 


that 


only in a free 


torce for progress exists 


We found the excellent advice print 
ed above in the always-excellent bulle 
issued exclusively to members of 
the Mail Advertising Service Associa 
tion and edited by Felix R. Tyroler. 
It is a good thing to remember: Com 
petition keeps us on our toes. 
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(Continued from page 13) 


grave for $2 additional, plus the cost 
of the flowers. Photographs will be 
taken of the grave for $5 extra. The 
operation is being conducted by the 
same fellow who was selling cards to be 
enclosed in business reply envelopes ad- 
dressed to the “Keeper of the Mailing 
Lists.” 


eee 


TIMELINESS IS IMPORTANT in 
direct mail but sometimes it boomerangs. 
A Philadelphia Inquirer columnist __ re- 
cently reported a case involving our old 
friend, Howard Dana Shaw, who runs 
a direct mail counseling business at 20 
South 15th St., Philadelphia 2, Pa. Mrs. 
Shaw had been taken to the hospital 
for an operation. Howard was a bit 
aghast when he received a “cordial in- 
vitation” from a Main Line funeral 
home to inspect its new and modern 
establishment. Mrs. Shaw got home all 
right and is doing nicely... so Howard 
is no longer worrying about the untime- 
ly invitation. 


eee 


ILLUSTRATED FOLDERS... with 
attached reply cards slanted toward spe- 
cial interest of the recipient, are the 
latest three-time selling approach being 
used by Autocar Company, truck manu- 
facturers in Ardmore, Pa. Each of 
the three 9” x 542”, four page folders 
have a_ perforated foldover... when 
detached, it becomes the reply card. 
First reply card-folder in the series 
(mailed in June) asks for a booklet 
on Autocar’s lightweight truck for heavy- 
duty hauling; second (July) is an inquiry 
for another folder on how custom-built 
Autocars can solve different trucking 
problems; and the third (to be mailed 
this month) asks for information on the 
Autocar V/8 model. The total 105,000 
mailing pieces are directed at a select 
list of prospects in the trucking field. 


eee 


“3.D POLICY” was the theme of 
a good three-dimensional promotion 
used by Fidelity and Deposit Company 
of Maryland. The announcement: “A 
lesson in 3-D” was illustrated on a 
6%%"x3"'" envelope. Inside, with view- 
ing glasses, was 3-D card with picture 
of a school teacher pointing to short 
copy: “Every business needs the pro- 
tection afforded by a 3-D POLICY ... 
because every business risks the loss of 
its money through DISHONESTY, 
DISAPPEARANCE, and DESTRUC- 
TION. Other side of the card told 
about the protection the 3-D_ policy 
offered. Idea and design was by Fidel- 
ity’s Thomas H. Sherlock . . . Schneid- 


ereith & Sons, Baltimore printed the 
3-D piece. A good example of copy 
tie-in with unusual format. 


eae 


([] WESTERN MAILERS AND PUB- 
LISHERS should investigate the com- 
plete mailing service of Publisher's Con- 
sultants, Inc., 2500 West 6th Street, Los 
Angeles 5, Calif. Ed Lefler just sent us 
their new illustrated booklet describing 
what they do. Very thorough set-up. Ser- 
vices range from large direct mail cir- 
culation promotions on down to simple 
mimeographing. Write to Ed at Pub- 
lishers’ Consultants and ask for his book- 
let. It describes a long list of sevices you 
might be looking for. 


ead 


SPEAKING OF MURALS (as we did 
in the July issue), here is an illustration 
of one which is now hanging in the of- 
fices of Harry J. Higdon, better known 
as “Hig,” advertising director of Phoe- 
nix Metal Cap Company, 2444 West 
16th St., Chicago 8, Ill., and editor of 
the famous Phoenix Flame. Few of Hig’s 
associates and contemporaries know that 
he is a fugitive from a sign shop. Only 


a generation ago, many of the three- 
story beauties who smiled down at you 
from the walls of the buildings in prin- 
cipal cities, were Hig’s creations. He de- 
cided recently to doll up his offices with 
a mural of a dream city. The first one 
turned out so well (with striking colors) 
thet Hig is now going to work on three 
more. Visit him sometime and inspect 
a great art show. 


eee 


} CORRECTION. In our article, “Per- 
petrators of a Hoax?” in the June issue, 
we mentioned that the DMAA Direct 
Mail Volume Estimating Committee was 
set up during the presidency of Harry 
Porter. Our years were slipping. Charlie 
Konselman (director of advertising for 
A. & M. Karagheusian, Inc., N.Y.,) was 
the DMAA president when he got the 
idea of setting up such a committee. 


eed 


CORRECTION! In the June Report- 
er (page 4) we ran a Short Note con- 
cerning the “Ford Story.” Victor Arm- 
strong of J. Walter Thompson Company 
says we made an error in one word... 
and one word can be mighty important 
these days. We reported that the Roper 


survey for Ford revealed that only 3% 
pieces of advertising mail per day were 
received by the average family. We 
should have left out the word “advertis- 
ing.” Actually the findings were: that 
only 3% pieces of all kinds of mail — 
first class, bills, second class, magazines, 
newspapers and advertising — are re- 
ceived in the average day. 

— 

eee 


() ANOTHER CORRECTION! The 
Post Office Department reads The Re- 
porter very carefully. Someone in the 
office of N. R. Abrams, Assistant Post- 
master General, caught an item which 
appeared on page 7 of the June issue... 
reporting on a clever format for a dou- 
ble postal card (with address on reply 
portion facing out and with card folded 
on narrow width). We are informed that 
this double postal card violates Chapter 
III, Article 31 of the United States Of- 
ficial Postal Guide, which requires the 
reply portion to be printed on the inside 
(when folded). And the fold must be 
on the long side. Too bad... but that 
is the situation. 


CONGRATULATIONS to Walter 
O. Voegele, editor of Hotel Management, 
who won two first awards in Industrial 
Marketing's 15th Annual Business Paper 
Editorial Achievement Competition. One 
first award plaque was won for the best 
single issue during 1952 — “Planning 
Today for the Hotels of Tomorrow.” A 
deserved recognition, for that particular 
issue was perhaps the best thing done 
by any trade magazine in this decade. 
The other first award plaque was pre- 
sented for the best graphic presentation 
— “redesign of a business man’s pub- 
lication for better readability and con- 
temporary character.” 


A GOOD ATTENTIOl4J-GETTER 
is the miniature new-account letter be- 
ing sent to prospects by The Ninth 
Federal Savings & Loan Assn., 1457 
Broadway, N.Y.C. The tiny 3” x 4%” 
letter over the signature of Vice Presi- 
dent E. R. Tostevin stresses their high 
savings dividend and reasons why it pays 
to save at Ninth. A miniature 2%" x 
4%” first class reply card was enclosed. 
Format might be small... but the idea 
is big, demands attention. 
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[1] NO SUMMER SLUMP FOR DI- 
RECT MAIL! The DMAA reports that 
direct mail dollar volume took another 
jump last month. Total expenditure for 
the first six months of 1953 was $616,- 
341,554 ... a gain of nearly 7% over 
last year’s figures for the same period. 
Money spent on direct mail for June, 
1953, totaled $98,874,122 . . . a whop- 
ping 10% gain over the estimated total 
in June, 1952. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Let's Face It! 


If your mail advertising costs are too high 
you can do something about it with De Groodt 


Check Our Realistic Rates... 


for Addressing Lists from Phone Books — Directories — 


Inquiries from TV, Radio and Magazine Advertising, etc. 


3-Line TYPEWRITER ADDRESSING 
Now only $6.50 M 


Envelopes, Cards and Self-Mailers up to 
6x9". 4 lines only $1 additional per M 


Expert HAND ADDRESSING 
Now only $7.50 M 





Try this New Low-Cost Service for 
Follow-up Mailings .. . 
Addressing on Gummed Labels 
We Supply Labels 
Only $2.25/M for each set, typed 
quadruplicate 


Only $2.50 M for each set, typed 
triplicate 





Save Money on ALL Your Direct 
Mail Requirements . . . 


Label Pasting on Envelopes, Self-Mailers, 
Broadsides up to 6x9” 


Only $1 50M 


Other Mailing Operations, (Folding, 
Inserting, etc.) Only 50¢ M motions 





this ad for future use. . 


York Area. 








These are our COMPLETE charges! We offer a complete mailing service 
An experienced corps of 200 enables us to handle jobs of ANY SIZE 


and to meet your deadlines with speedy service! 


Take a tip from the many profit-wise publishers and volume mail users 
who have slashed their costs with our fast, dependable service! Save 
. or, better still, phone or write TODAY! Daily 
pickup and delivery without extra charge around Metropolitan New 


OUT OF TOWN MAIL USERS: We offer substantial savings and speedy 
service to suit your requirements. 
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Backed by 7 Years of SERVICE 


87-29 78th Street, Woodhaven 21, L. |., Michigan 2-4900 
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PAPER is the base of the job! 





TICONDEROGA OFFSET 


Your best buy for offset lithography on single 
or multi-color presses. Sized, fuzz-free surface 
has fine ink affinity. Uniform quality . . . 
particularly good for trouble-free long runs. 


In seven weights from 50 to 150 lbs. 


Buternational DB, — 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York 17, N. Y. 





